MYSORE 


The Home of Sandalwood 


ENUINE Mysore Sandalwood 
Oil distilled from selected 
Mysore heartwood is recognized as 


the standard of quality by leading 
Perfumers the world over. 


The delightful effect imparted by 
5 aoe alk Mysore oil cannot be satisfactorily 


‘ee Pua ale 
sae 


duplicated by any other perfume 
material. 


Always specify MYSORE Oil and 
insist on sealed and serially numbered 


containers. 


ee 


Distilled at our Linden, N. J. plant 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd. 
Montreal, Canada 


"7° Ofsefte Sffence Diftillrs”’ 


W. J. BUSH & Co. 


INCORPORATED 


Essential Oils - Aromatic Chemicals 
Natural Floral Products 


NEW YORK, N. Y. 


LONDON MITCHAM MESSINA GRASSE 


February, 1937 





ESTABLISHED 1845 


BeeZOUROFF & Co. 


SiO] a) .vame 21 Ger ar. 


PURE Git OF ROSE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES 
CHICAGO-SAN FRANCISCO 
MONTREAL 


38th St., New York, N. Y. Volume 34, No. 2. Subscription rates, payable in advance: United 
ntry as second class matter at the Post Office at New York, N. Y. is pending. 


lished monthly by Robbins Perfumer Company, Inc., 9 E 
es $3.00 a year; Canada $3.00; Foreign $4.00. Single copies 3c. Application for « 
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on He supect oF NEW PRODUCTS 


In producing cosmetics, or any products in which odor or taste are important, the use of a correct 


perfume or flavor often makes the difference between success and failure in the consumer market. 


For many years, the Felton Chemical Company has been serving numerous, well-known 
manufacturers, not only as a reliable source of supply for raw materials and aromatics, but also 


in an advisory capacity that assists them in marketing successful lines. 


LET US HELP You WITH YOUR PERFUME and FLAVOR PROBLEMS 


If you’re planning a new product . . . or improving your regular lines, we offer you 2 

: This seal on Felton 
Aromatics is your 
a sample of the product. Our recommendations will be forwarded to you promptly! guaranty of Quality. 


our closest cooperation. Write us the details of your problem, and if possible, send us 


A Smart, New FELTON Perfume for LIPSTICKS 
oN Neo 


\ youthful, appealing fragrance with an_ intriguing 
ee 


flavor. Economically priced at $6 per pound. 
( T) 
| WRITE FOR SAMPLE NOW! 
FEL 


FELTON CHEMICAL COMPANY tnconPoRaTeD 


Manufacturers of AROMATIC CHEMICALS, NATURAL ISOLATES, PERFUME OILS, ARTIFICIAL FLOWER and FLAVOR OILS 


603 JOHNSON AVE., BROOKLYN, N. Y. 
"eh tees Wy Market: $e. BER Fis a me mee Bae 











WHITE whether 
empty or full 






Th ey 


are justly famous for their uniform 
density and opaqueness. Your 
product (be it snow-white, off-white 
or tinted) does not show through 


or alter the brilliant white sparkle. 


—— 
CARR-LOWREY opal jars are always 
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CARB-LOWBREY GLASS CO. Factory and Main Office: BALTIMORE, MD. 


NEW YORK OFFICE: 500 FIFTH AVE., Room 1427, Telephone: CHickering 4-0592 
CHICAGO OFFICE: 1502 MERCHANDISE MART, Telephone: WHitehall 4526 
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a HOLLYwoop TESTING LABORATORIES "Strwoed seso 
Analytica: 6636 Hollywood Bivd. at Cherokee, Suite 218 Hollywood, Calif 
Chemists Affi WILLAB™ Los Angeles 

Mayzol Climeat “aboratories and w Nard Laboratories s0W0 Address 

COMPLETE EXAMINATION Date ust 1 ot 193, 

Name Plors ant: Laboratories Inc, Address “8. sngeles, Calis, 

SAMPLE oF “il. for Vitamin Pp Ag8ay Laboratory Number 40 
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Original minds, creative 
ideas, unlimited resources 


, . aE 


in knowledge and materials 
---these are the things that 
make pertumers good per- 





fumers. 










Known as “Gardenia Headquarters,” we are Bouquets of the heavy French type but with 
also leading with today’s newest odors. a good “lift’—these are always favorites. 
Camellia is one. Jasmins are coming back. Ask about our Bouquet A.B.—A.C. and 






Lavender is still popular. A.D. 
® 
a . j 
i . e) 
on 


a 









van Ameringerr 


Manufacturers and Importers of Aromatic Essentii 


AROMATIC CHEMICALS—ESSENTIAL OILS—~FLAVORS—PERFUME SPECIALTI Ch 
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Increasing prominence 
in the aromatic chemical 
field comes only when the 
product fulfills the promise. 
That is always in the minds 
of our well-knit factory 
organization. 


*. Cee 


Phenyl Ethyl Alcohol Coeur is a leader that These and a hundred other products of our 
most perfume compounders insist on. Also factory are winning prominence. Have you 
our Alpha Amyl Cinnamic Aldehyde—known seen our ionones, rhodinols and citral? Don’t 
as Flomine. fail to get samples 


ttHaebler, Inc. 


sential 315 FOURTH AVENUE, NEW YORK 


TI Chicago Toronto Los Angeles FACTORY, ELIZABETH, N. J. 






ot February, 1937 


Aromatic Factory Up-Building ... 


In an age of so much odorization, industry is completely revolutionizing the 
fe O : : §& 


production of Aromatic products. 


We Are Now In a Position To Offer: 


AMYL CINNAMIE 
ALDEHYDE 


AMYL SALICYLATE 
AUBEPINE LIQUID 
BENZOPHENONE 


EUGENOI 

GERANIOL EXTRA 

HELIOTROPINE 
CRYSTALS 

HY DROXY- 


LINALYL ACETATE 
FROM BOIS DE 
ROSE 93/94 

METHYL CINNAMATE 

METHYL SALICYLATE 


PHENYL ETHYL 
ALCOHOL 


RHODINOL 
STYRALYL ACETATE 
STYRAX ESSENCE 
TERPINEOL 
TERPINYL ACETATE 


CITRONELLAL 
IONONE PURE 
IONONE ALPHA 
ISO EUGENOL EXTRA 
LINALOOL FROM 

BOIS DE ROSE 
LINALYL ACETATE 

FROM SHIU 93 94¢ 


BENZYL ACETATE F.F.C. 
BENZYL ALCOHOL F.F.C. 
BENZYL BENZOATE 
CINNAMIC ALCOHOI 
CITRAL PURE 
COUMARIN CRYSTALS 
DIPHENYL OXIDE 


AROMATIG PRODUCTS, tne. 


15 E. 30th ST... NEW YORK CITY 
F4CTORY—SPRINGDALE, CONN. 


BOSTON 
80 BOYLSTON ST. 


CHICAGO 
205 WEST WACKER DRIVE 


ATLANTA 
1432 MARIETTA ST. N. W. 


¢ Factory of Aromatic Products, Inc., at SPRINGDALE, CONN. ¢ 
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SALES AI ror BAND-AID.. 


. . is the sharp, clear lithography of these three packages 


1937 


which Canco makes for Johnson & Johnson. By turning to the 
front cover, the rich quality of the reds, browns and blues can 
better be judged. By turning to Canco, the appearance and selling 


power of your packages can best be improved. 


AMERICAN CAN COMPANY 


The world’s largest manufacturer of metal and fibre containers 


230 Park Avenue New York, N. Y. 





The 


BRIDGEPORT sis 


ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT *TEL. BRIDGEPORT 3-3125° 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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USINESS IS GOOD — so good, 
in fact, that it requires another expansion 
of our facilities to serve adequately our 
increased clientele. Consequently, we 
are happy to announce the removal of our 
principal office and plant, in Chicago, to 
larger quarters at 1621 Carroll Avenue. 
Here we are equipped to render a more 
complete service in importing, manufactur- 
ing, and compounding than ever before. 
@ Several important announcements of 
new Verley developments and our new 
quarters will appear shortly. 


D. A. BENNETT, President 


ALBERT VERLEY, INC 


j 
- ~ 
+ * ~ ? wr a) yis' \ 
. \ { 
5 ~/K 7 a oo A \ 
= \ ae \ ® ‘\h 


ps IN Xx Xox 
Ajo \ 5, 
S 1621 CARROLL AVENUE, CHICAGO, ILLINOIS @ 114 EAST 25th 'sy ed 
STREET, NEW YORK @® MEFFORD CHEMICAL CO., LOS ANGELES , 


Februar y, 1937 


Improve the 
Appearance of Your Package 


with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, taleum and tooth powder, bath 
salts, etc. @Furnished in a variety of designs in 
fancy metal, plain brass, polished brass, nickel 
plated or in other metals. Our “Negative Finish” 
resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 


345 ELDERT STREET 
BROOKLYN,N.Y. 


ae FOxcroft 9—3900 e 


ii eel 


a 


\ 


200 


258 


No. 72 —43 M Bath Salt Cap No. 2: : M/M TaleumCan Top No. 282*—24 M/M Screw Cap 

No. 140 —35 M/M Sifter Top Cap No. 3 *4 M/M Square Slip Cap . 291*—22 M/M Screw Cap 

No. 150 —13. M/M Screw Cap ; 6 M/M Screw Cap . 292 —-28%4 M/M Flask Cap 

No. 185 —15144 M/M Screw Cap No. 25 2 M/M x 23% M/M . 295 —13% M/M Slip Cap 

No. 186 —44 M Fancy Bath Salt Cap Oval Slip Cap . 298*—38 M/M Taleum Cap, 
No. 188 —23'% M Taleum Can Top lo. § M/M Screw Cap Sifter Top 

No. 200 —28 M Sifter Top Cap No. 257 : M/M x 23% M/M . 300*—18 M/M Screw Cap 

No. 0200 —28 M One Piece Cap Oval Slip Cap 317 —11 M/M Slotted Slip Cap 
No. 215 —19% M/M Taleum Can Top ; 2 M/M Bath Salt Cap - 323 —45  M/M Bath Salt Cap 
No. 230 —13 M Screw Cap No 264*—20 M/M Screw Cap . 324*—45 M/M Cream Jar Cap 
No. 232 13 M Screw Cap No. 267 16 M/M Slip Cap Same design as No 
No. 234 —10% M Screw Cap No. 269 —44 M/M Bath Salt Cap 323. 
No, 236 —19% M Slip Cap No. 281 —11 M/M Slip Cap No. 327*—43 M/M Same design as 


*FITS G. C. A. No. 400 GLASS FINISH No, 324. 
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TOP VALUES, ALL! 


} 
different essential oils, aromatic chemicals and per- 
fume specialties. Not in that entire list, however, is 
there one single item for whose fine quality we can- 
not truthfully vouch. And this fact, that customers 
do not have to pick and choose cautiously from the 
FRITZSCHE catalog in order to obtain top values, 


is one of the real satisfactions in doing business with 


this House. 
Therein, we believe, is one of the root-sources of our 


! 
N our catalog of raw materials are hundreds of 
| 


increasing success, for as the years pass and our list 
of long term patrons assumes ever growing propor- 
tions, it becomes more and more apparent that con- 
fidence, born of such uniform dependability, is seldom 


traded for a price! 


FRITZSCHE BROTHERS, Inc. 
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Physeter macrocephalus, or more familiarly, the sperm whale, sole 
source of ambergris, a pathological secretion of the creature’s intes- 
tines. Valued highly by the perfumer for its oderiferous quality and 
power of fixation, it is paid for dearly because of its scarcity. 


In the painting by F. L. Jaques, reproduced above by courtesy of 
the American Museum of Natural History, a bull sperm whale is 
shown darting into an ink-clouded shoal of squids, which, along with 
the cuttlefish, may be regarded in a sense as the raw material of 
ambergris. 









VPHYSETER MACROCEPHALUS 










¢ 


( O longer can he rest lazily ppon his laurels, floating hither and yon in 
carefree complacence, occasionally spSuting, occasionally plumbing the depths for 
a nibble of cuttlefish, and very, very occasionally producing within his capacious 
hulk that substance for which he has held a world monopoly—ambergris! Times 
have changed; now Mr. Whale has real competition! 












And FRITZSCHE chemists are responsible. They have given to the perfume 
industry an artificial ambergris which, in certain respects, offers distinct advan- 
tages over the genuine product. Its lower cost is a big consideration, but aside 
from this, AMBERGRIS ARTIFICIAL, F. B. is easier and more convenient to 
use, being soluble both in alcohol and in essential oils. It possesses the same fixing 
power and in tinctures of equal concentration the Artificial proves even more 
lasting than the Genuine. 










ARTIFICIAL AMBERGRIS, F. B. has many applications. In formulae for the 
modern type perfumes, in floral types such as lilac, and especially in the so-called 
ambre perfumes (see next page) it will prove highly effective. Manufacturers 
who compound their own blends will find that this material imparts tenacity, 
fixation and stability in a degree satisfying to the most exacting needs. 


Communicate with our Special Perfume Division for further interesting details. 




















FRITZSCHE j;_/,,, ;, 


816 WEST 8TH STREET LOS ANGELES. CAL. PORT AUTHORITY COMMERCE BLDG. 
Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORK, N. Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO. ILL. 





Physeter macrocephalus, or more familiarly, the sperm whale, sole 
source of ambergris, a pathological secretion of the creature’s intes- 
tines. Valued highly by the perfumer for its oderiferous quality and 
power of fixation, it is paid for dearly because of its scarcity. 


In the painting by F. L. Jaques, reproduced above by courtesy of 
the American Museum of Natural History, a bull sperm whale is 
shown darting into an ink-clouded shoal of squids, which, along with 
the cuttlefish, may be regarded in a sense as the raw material of 
ambergris. 
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/ (© longer can he rest lazily upon his laurels, floating hither and yon in 
carefree complacence, occasionally spouting, occasionally plumbing the depths for 
a nibble of cuttlefish, and very, very occasionally producing within his capacious 
hulk that substance for which he has held a world monopoly—ambergris! Times 
have changed; now Mr. Whale has real competition! 


And FRITZSCHE chemists are responsible. They have given to the perfume 
industry an artificial ambergris which, in certain respects, offers distinct advan- 
tages over the genuine product. Its lower cost is a big consideration, but aside 
from thiss AMBERGRIS ARTIFICIAL, F. B. is easier and more convenient to 
use, being soluble both in alcohol and in essential oils. It possesses the same fixing 
power and in tinctures of equal concentration the Artificial proves even more 
lasting than the Genuine. 


ARTIFICIAL AMBERGRIS, F. B. has many applications. In formulae for the 
modern type perfumes, in floral types such as lilac, and especially in the so-called 
ambre perfumes (see next page) it will prove highly effective. Manufacturers 
who compound their own blends will find that this material imparts tenacity, 
fixation and stability in a degree satisfying to the most exacting needs. 


Communicate with our Special Perfume Division for further interesting details. 




















FRITZSCHE 7,7... 


816 WEST 8TH STREET LOS ANGELES, CAL. PORT AUTHORITY COMMERCE BLDG. 
Proprietors of PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORK, N. Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO. ILL. 
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The AMBRE Note 


a. 


( HIS tonal effect, essential to so many fine perfume composi- 


tions, can be achieved only through practiced and judicious blending 
of carefully selected, first-quality ingredients. The Absolute Essences 
listed below, used with our new Ambergris Artificial, F.B. in combina- 
tion with other natural materials, can be depended upon to produce 


ambre blends of exceptional fineness. 


If you wish, our Special Perfume Division will be glad to assist you in 


developing special effects based upon this all-important ambre note. 


JASMINE . ‘ ; SAGE, CLARY ; ‘ ; ROSE 
LABDANUM : ° YLANG YLANG ° ‘ LAVENDER 


(The above are all products of our Seillans* Plant and carry our unqualified guarantee 
as to absolute purity and quality.) 


* Pronounced SAY-ON 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 


76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 
$08 Standard Building 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA. PHILADELPHIA, PA LOS ANGELES, CAL. SAN FRANCISCO, CAL. 


815 Louisiana Building 12 South I2th Street 816 West 8th Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 
















A U.S.P. OIL FoR THE 
AMERICAN TASTE 


FROM CALIFORNIA 
LEMONS 


ELE LEELA RL 
an oe SE I - 


NO WONDER IT'S THREE TIMES AS POPULAR 
AS ALL OTHER LEMON OILS COMBINED 


IGH quality and right price have made 
Exchange Brand Oil of Lemon, U.S. P., the 
unquestioned leader in the United States. 

It is made in the world’s largest plant devoted 
exclusively to lemon products. Nowhere else are 
there the facilities to keep production quality so 
uniform. Nowhere else has the American taste 
been so successfully met. 


Be sure to specify it by name: Exchange Brand 
Oil of Lemon, U.S. P. (Clarified). 





Sold to the American market exclusively by 
DODGE & OLCOTT COMPANY FRITZSCHE BROTHERS, INC. 
180 VARICK STREET, NEW YORK, N.Y. 76 NINTH AVENUE, NEW YORK, N. Y. 
Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 
Producing Plant: EXCHANGE LEMON PRODUCTS COMPANY 
Corona, California 
Copr., 1936, California Fruit Growers Exchange, Products Dept. 
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A STRIKING TRIBUTE 





AMERICAN PERFUMERS’ LABORATORIES, Inc. 


Private Brands Exclusively 


_ 114 Fifth Avenue, New York, N. Y. 
In Canada: 1015 St. Alexander St., Montreal, Que. 


ROUGE « CREAM CHEEK ROUGE « FACE POWDER « LIPSTICKS ¢ EYE SHADOW « COSMETIQUE 
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RODUCED in America by the exclusive SCUR process obtained from our 
French associates, Du Pont Coumarin provides the fresh, outdoor fra- 
grance of the Tonka bean. 
Rigid control is maintained throughout the entire manufacturing process 












resulting in exceptional purity of the finished product indicated by its very Samples and additional informa- 
narrow crystallization range: 68.2°—68.4°C. tion will be sent on request. Please 


Du Pont Coumarin is available in crystals, powder, and extra fine powder use your firm’s letterhead. 


to meet every requirement. There are two types: 

COUMARIN 100%—An excellent fixative and blender. Strengthens nu- 
merous types of compounds, as tobacco, fern, etc. An exceptional base for 
New Mown Hay, Fern, Chypre, and Oriental types. 

COUMARIN F—More of the natural sweetness and warmth of the Tonka 
bean. Fine, delicate aroma and flavor. Recommended where Coumarin is 
now used, to produce more natural effect than hitherto obtainable. WILMINGTON, DELAWARE 


E. 1. DU PONT DE NEMOURS 
& CO., INC., 


FINE CHEMICALS DIVISION 


REG. U.S. PAT. OFF. 
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“Service for the Trade Exclusively” 


COMPACTS 


ROUGE and POWDER 
(More than 150 tints) 
* 
LIPSTICKS 
(All indelible shades— 


consistencies a la mode) 
* 
CREAM ROUGE 
(All shades) 
? 
EYE SHADOW 
(All shades) 

a 
EYEBROW PENCILS 
= 
WATERPROOF 
MASCARAS 


All our products guaranteed 
for chemical purity. For your 
further protection, Products 
Liability Insurance carried. 


POWDER PUFFS 


One of the cardinal reasons for 
the popularity of our powder 
puffs is that we never lose sight 
of the fact that it is the women 


we have to please. 


We know that women prefer 
those things that are not only 
serviceable and appropriate but 
also things that are attractive in 
appearance. It is this knowledge 
that has brought Oxzyn powder 
puffs to their present popularity. 


OXxZYN COMPANY 


In business since 1877 


Originators of Natural Rouges 


New York Office Canadian Office 
154-lith Ave. 103 Ottawa St. 
WAtkins 9-0280 Walkerville, Ont. 
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AREFUL observation of every production 

step is the rule at Givaudan. Specially 
made clear glass bottles, such as those shown 
here, are used on vacuum stills so that the op- 
erator can observe the appearance of the distil- 
late and determine the right point at which to 
make his “cuts”. By this means, efficient re- 
moval of by-products and selection of the very 
best fractions of the entire distillation are as- 
sured. Two bottles are used in order that the 
vacuum will not be changed. 


at 


While this method is not new or essentially 
“different”, it is characterized by the watchful 
precision that is reflected in the quality and uni- 
formity of Givaudan products. 


GIVAUDAN 


DELAWANN A . 
80 FIFTH AVENUE, NEW YORK, N. Y. 












SUNBURN 
PREVENTIVE ‘2 


demonstrates its greater 


SUN-STOPPING POWER 








Tests by thousands under conditions of 


actual use have demonstrated the positive 






superiority of Sunburn Preventive 2, 






Givaudan’s anti-sunburn product. 









In addition, laboratory tests show that 


Sunburn Preventive /2 is up to 3!4 times as 







effective as many other products now on the 


market—and consequently more economical 






because a smaller amount is required. 






Sunburn Preventive /2 has also proved its 






protective power on every type of person— 


blonde or brunette. 











Sunburn Preventive /2 is non-toxic, in- 
offensive and tests indicate that it is non- 


irritating. Colorless and odorless, it can be 








used in almost any preparation. We invite 






you to make your own tests of its power 


and efficiency. 













The January issue of the Givaudanian carries an 
Send for 





extensive article on Sunburn Preventives. 









your copy. 


GIVAUDAN 


DELAWANNA IN C 
80 FIFTH AVENUE, NEW YORK, N. Y. 


Branches: Philadelphia Los Angeles Cincinnati San Francisco 
Dallas Baltimore New Orleans Chicago Detroit 
Seattle Montreal Havana 














GER VOLUME 
WITH THESE 


The Royal Oval 
Design Pat. No. 85925 


yl 
IN OWENS-ILLINOIS 


ules PACKAGES 


e Whether it’s proprietaries, cosmetics, lotions or 


a host of other popular drug store products, the 
requisites of a complete selling job are PRE- 
SELLING, SELLING and RE-SELLING. Owens- 
Illinois packages have proved a distinct aid in all 


three phases of complete selling. 


If you want to be sure that your container is a 
Salespackage, place your entire packaging prob- 
lem in the hands of Owens-Illinois. Containers, 
closures, labels and cartons created by Owens- 
Illinois go to market backed by years of experi- 
ence in producing Salespackages. Many types of 
stock molds are available. Owens-Illinois sales 
offices are located in most principal cities. .. Ask 
for full details. . . Owens-Illinois Glass Company, 


Toledo, Ohio. 
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Whatever Alcohol You Require, 
We Make The Best Of It 


Empire Distilling Corporation 
Yonkers, New York 
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601 WEST 


BOSTON 


The heady frag 
much a problet 
is a delight to 
ingly simple, 
exactly the rig 
is actually e 
Aside from pu 
ficulties is the 
new blooming, 
fading lilacs < 
different odors. 
is lilac capture 
moment of to 
flower has r 


fragrance. 


26th STREET NEW YORK, N. 


CHICAGO LOS ANGELES .~« TORONTO 
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like all Rowell boxes is 
the result of years of de- 
velopment and experi- 
ence in the manufacture 
of boxes for a long and 
expanding list of suc- 
cessful perfume and cos- 
metic firms. Whatever 
shape and size and finish 
you desire, you will find 
it at Rowell. Send us 


4 - your needs and samples 





Box No. 383-PR 


will be forwarded. 


E. N. ROWELL C wy INC. BATAVIA » NEW YORK 


New York Office: SEWELL H. CORKRAN, 30 East 42nd St. Boston Office: H. P. TUCKER, 52 Chauncey Street 

e Phone MUrray Hill 2-3447 . Phone: Hancock 0398 
Chicago Ofhce: HAROLD G. MacKAY, 444 W. Grand Ave. St. Louis Office: The DICK DUNN Co., Merchandise Mart 

. Phone: SUPerior 1676 e Bldg., 12th Blvd. & Spruce St. Phone: Central 3544 
Hollywood, Cal., Office: C. H. E. DUNN, Guaranty Bldg. Detroit Office: H. E. BROWN, 2842 W. Grand Blvd. 

e 6331 Hollywood Blvd. Phone: Hollywood 0111 e 319 Curtis Bldg. Phone: Trinity 2-0191 
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THE 
MALLINCKRODT 
*MAIL BAG: 


W hat does the “iodine number” of 
Stearic Acid mean? 


The iodine number of stearic acid is the num- 
ber of grams of iodine absorbed by 100 grams 
of the acid and is a measure of the unsaturated 
acid present. Mallinckrodt stearic acid has a 
very low iodine number which means freedom 
from side reactions with perfumes, etc. The high 
quality of M.C.W. stearic acid is reflected in 
the quality of all M.C.W. stearates. 


M.C. W. 


Boric Acid is now manufactured in a granular 
form which dissolves quicker than the crystals 
and is more easily handled than the powder. 
There is no price differential. 


M.C. W. 


Can you supply Ammonium Sul- 
hite Pure in larger packages than 

25 pound glass jars? 

No. Ammonium Sulphite is very hygroscopic 

(tends to take on water from the atmosphere) 

and if not packed in glass will become wet and 

soggy. Furthermore, Ammonium Sulphite read- 


ily oxidizes to Ammonium Sulphate and must 
be kept in air-tight containers to protect its high 


purity. 

M.C. W. 
The January issue of the Mallinckrodt Indus- 
trial- Pharmaceutical price list shows latest 
prices on all Mallinckrodt cosmetic corner- 
stones. Ask that your name be put on our mail- 


ing list. 
M.C. W. 


Who manufactures monomethyl 
para-amidophenol sulphate, and 
what do you know of its use in hair 
preparations? 

Monomethyl para-amidophenol sulphate is a 
well known photographic developer and is 
probably familiar to you as Metol. A_ highly 
purified form of this material is manufactured 
and sold by Mallinckrodt under the trademark 
Pictol. We know nothing of its use in hair 
preparations except for one reference in a well 
known book of formulas. 


M.C. W. 
* 


MALLINCKRODT COSMETIC CORNER STONES FOR QUALITY BUILT PRODUCTS 


A FEW OF THE MALLINCKRODT COSMETIC CORNERSTONES 


CHEMICAL WORKS 


ST. LOUIS NEW YORK 
CHICAGO MONTREAL 
PHILADELPHIA TORONTO 


Fine Chemicals 
For Every Cosmetic Need 


February, 1937 


HANDS ACROSS 
THE TABLE : 


Millions of lovely hands are dependent upon the exacting quality 
of your lotions for their fascinating softness, whiteness and beauti- 
ful skin texture. By using only the very highest quality of chemicals 
can you uphold the excellent reputation of your finished products. 

There is no guesswork or gamble when you use M. C. W. chem- 


icals. They are products perfected by over 69 years of experience 


and scientific experimentation. Mallinckrodt Stearic Acid is pure, 


white, odorless. It blends more readily than ordinary stearic acid 
as do Mallinckrodt Potassium Hydroxide, Borax, Glycerin and 
other M. C. W. products. 


You cannot afford to accept lesser quality than M. C. W. chem- 
icals and—the cost is no more. Use them in your lotions and cos- 


metics to obtain uniform, high standards. 


ACID SALICYLIC 

AcID TANNIC 
ALUMINUM CHLORIDE 
BARIUM SULPHIDE 
BISMUTH SUBNITRATE 
CALAMINE 


MAGNESIUM STEARATE 
POTASSIUM HYDROXIDE 
POTASSIUM SULPHIDE 
RESORCINOL 

SODIUM BENZOATE 
ZINC STEARATE 


121m ANNUAL TRADE DINNER this year is to be held at the Waldorf-Astoria on 


Thursday, March 4, under the auspices of the Drug Chemical and Allied 
Trades Section 0“ the New York Board of Trade. Be sure to come. 
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NEW YORK 


92-54 Cliff Street 


[Telephones BEekman 3-1535-1536 








NATURAL « ARTIFICIAL 
FLOWER PRODUCTS 


AROMATIC CHEMICALS 


AND ESSENTIAL OILS 
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l’s momentum that counts! 


In competitive selling—in winning new markets and wider 
acceptance for packaged articles — momentum is the magic 
factor that carries one product far beyond the rest. 
Designed solely for the packaging demands of utility, 
flexibility of purpose, and attractiveness of make-up, Kimble 
Glass Vials are the modern champions of speed, convenience, 
and popularity in packaging and selling drugs, pharmaceuti- 
cals, proprietaries, perfumes and kindred products. These 
colorfully closured, sparkling crystal “pocket-size” containers 
have established remarkable records for building maximum 
sales momentum and consumer preference in minimum time. 
Kimble Vials are retempered and strain-free. They lend 
themselves ideally to practically every demand of today’s 
sampling and packaging problems. Consult Kimble first—and 
your container question is answered, quickly and profitably. 





DON’T FORGET the 12th Annual Drug, Chemical and Allied Trades Banquet, March 4, 1937, Waldorf-Astoria, N.Y.C. 


K 


¢ © ee QThe Visible Guarantee of Invisible Quality + e ° 


KIMBLE GLASS COMPANY ...-.- VINELAND, N. J. 





NEW YORK++CHICAGO++PHILADELPHIA++ DETROIT**+BOSTON 
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750,000 


(Print order) 







1. On November 30th, LIFE said. a a3 4 


700,000 § Fe 


“But a second issue sell-out (Print order) 
675,000 % 


a i Pa 
(Print order) , yy | | *, ! 
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begins to look significant.” 
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650,000 


(Print order) 


a7 


cc 






600,000 


(Print order) 5 
LIFE. « | uy 
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tn | 550,000 
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44 , (Print order) 
on = 480,000 


(Paid circulation) 














460,000 


(Paid circulation) 


415,000 


(Paid circulation) | qi 







380,000 


a 2. Now, as January ends, there have 





been 10 issues... 10 sell-outs... each 
bigger than the last... and LIFE can 
only ask: 


“What does that begin to look like?” 


3. (Some sort of natural phenomenon?) 


ADVERTISING OFFICES —135 EAST 42nd STREET, NEW YORK CITY 
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THE PERFECT BLENDS OF PARENTO 


In offering concentrated Perfume Bases, the Perfume Laboratories 
of our organization are constantly on the alert to maintain the 


principles of perfect balance by all the means at their command. 


No ingredient is over-emphasized, and particular attention is given to 
the principles of fragrance, buoyancy, depth of note and lasting qualities. 


The result -a Perfect Parento Blend. 


SUCH A PERFECT BLEND IS 


PARENTO 21 


AN EXCELLENT BASE FOR FINE PERFUMES 
WRITE FOR SAMPLE AND FULL PARTICULARS 


Y 


An odor for creams and lotions which is distinctive, unusual and not so 


exotic as to have any but universal appeal. 


Pleasantly ‘‘tangy’” and not too sweet. 


Do not fail to ask for a sample and be pleasantly surprised. 


LOCUST 
PARENTO 





Distinctiveness of packaging has a powerful sales 
appeal--but a custom-made bottle inevitably adds 
problems of cost and delay. This new Swindell 
bottle gives you real custom distinetion and at the 
same time offers you the two-fold advantage of low 


stock prices and a ready supply to draw upon for 


immediate delivery--thus avoiding overloaded in- 
| ventories and costly delays. 


*]-32” is a new and improved treatment of the 


graceful and simple lines which made “330” such 


| Me you think of 
| Bottles, think o 


9 WIN 


SWINDELL BROTHERS - 









BALTIMORE - 















an outstanding success. “J-32” is carried in stock, 
for immediate delivery in 1/2 ounce, 1, 2, 3, 4, 6, 8, and | 
16 ounce sizes. It is made with G. C. A. medium 
serew finish; and, if you wish, ean be delivered with 
black Bakelite caps. 

With the Swindell beauty of distribution is com- 
bined a rugged sturdiness, so that the bottles may 
take their place on the average production line 
without fear of breakage or hold ups. 


Write for samples and prices -- today! 


DELL 


NEW YORK 








SENANG 





reaAatet WF Gwaee 


a rare and extravagant perfume 
base of exotic character. Un- 
equalled for all kinds of face 


and body powders 


Samples on request 


Norda 


ESSENTIAL OIL AND CHEMICAL COMPANY, INC 


NEW YORK OFFICE 
601 WEST 26TH STREET 


CHICAGO: 326 W. HURON STREET ot. PAUL: 263 & 476 STREET 
LOS ANGELES: 685 ANTONIA AVENUE SOUTH: CANDLER ANNEX BLDG., ATLANTA, GA. 


CANADA: 119 ADELAIDE ST.. W. TORONTO 
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COLLAPSIBLE TUBES 


VERY consumer likes the 

right kind of tube better 
than other containers for a 
majority of products . . . be- 
cause of ease and economy in 
use, because of absolute pro- 
tection of contents. Ask for 
representative samples today! 
We also make bottle sprinkler 
tops. Investigate. 


MEMO! 


Do not forget The Twelfth Annual Drug, 
Chemical and Allied Trades Section 
banquet, Thursday, March 4th, 1937, at the 
Hotel Waldorf-Astoria, New York City! 
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ealae METAL MANUFACTURING CO. 
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J. MERO ¢ BOYVEAU 


with works in Grasse, Mougins and Polonghera 


Established 1832 


Our trademark is your assurance of 
finest quality in all natural flower products. 


GERANIUM sur ROSES, JM«cB 


is the finest product of its kind. True French Geranium 
actually distilled over roses, preferred by the most discrimi- 
nating users. 


ABSOLUTES ¢ SURFLEURS ¢ FIXODORS 
adequate for every requirement. 


> 


FABRIQUES de LAIRE 


Paris, France— Established 1878 


You will save time and money by adopting 
a perfectly blended deLaire specialty to achieve the particular 
note you are seeking. 


CINNAMYLAL $12.00 per lb. 


is as necessary to the perfumer as flour to the baker. In fact, 
Cinnamylal is “flower” to the perfumer—it provides the body 
for any floral odor and floweriness for any heavy odor. 


We also recommend 


DECACHYS combining ‘“‘mousse” and “aldehyde” notes 
SINALIA a. smooth, rich aldeh yde specialty 
FERNEXIA , delightful Fougere base. 


Sole American and Canadian Distributors: 


DODGE & OLCOTT company 
D&O 180 VARICK STREET * NEW YORK, N. Y. 


@ 
4? 
%BluisnenD iN ‘ 


BRANCHES PHILADELPHIA BOSTON CHICAGO ST. LOUIS LOS ANGELES 
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180 VARICK STREET 


For 138 Years 


we have been serving the perfume industry with our compre- 


hensive line of 


PERFUME RAW MATERIALS 


TODAY 


we have kept pace with the times by supplementing the raw 


materials with our extensive line of 


“D«O” PERFUME BASES 


completely blended, ready for use and adaptable to every 


purpose. 


We especially recommend 


HEATHER 7879 $10.00 per lb. 


A fascinating perfume which has already gained wide and 
enthusiastic acclaim. Suitable for perfumes, powders, lip 


sticks and all cosmetics. 


KAPRIFOL $12.50 per lb. 


A delightful Japanese Honeysuckle scent, suitable for per- 


fumes, powders, creams and lotions. 
* 


We shall be happy to consult with you on your requirements. 


DODGE & OLCOTT company 
° NEW YORK, N. Y. D&O. 


PHILADELPHIA BOSTON CHICAGO ST LOUIS LOS ANGELES 


9- 
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we make private brand cosmetics 


EXCLUSIVELY 


A Company, like an Individual, has Character and Personality 


It earns your regard by its policy and its deeds. It has always 


been the fixed, rigidly adhered to policy of Helfrich Laboratories 


to have no brands or trademarks of its own; to manufacture 


no products which are sold in competition with its customers. 


Youcan be sure, when you entrust your private brand business 


to us, no question of divided loyalty or divided interest will 


stand in the way of giving you the best we have. 


HELFRICH PRODUCTS 
ROUGE COMPACTS 
POWDER COMPACTS 
CREME ROUGE 
FACE POWDER 
EYE SHADOW 
COSMETIQUE 


* 


HELFRICH LABORATORIES 
564-570 West Monroe Street CHICAGO 


HELFRICH LABS. of N. Y. INC. 
30-34 West 26th Street NEW YORK 


HELFRICH LABS. of CANADA, LTD. 
690 King Street, West 
TORONTO, ONTARIO, CANADA 


BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
HERBERT J. BITTMAN, 318 Peoples Bank Bidg., Seattle, Wash. 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
HERBERT F. CROEN, 82 Pryor St. S.W., P.O. Box 907 ,Atlanta, Ga 
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At the races! Gay, colorful, smart—and 
the same modern women buy their cos- 
metics in smart Hazel-Atlas Opal Jars. 
Distinctively tipped with Hazel-Atlas 
coated closures—in color, to harmonize 
with your label, or in lustrous black— 
smooth, opaque white bodies, decorative 


lines—these famous Opal Jars by Hazel- 


Atlas have boosted the sale of many es- 


tablished products, successfully launched 


many a new one. 


I 1 fy YY fl 
This illustration shows a Hazel-Atlas “Standard Line” es | \ \\ 
Opal Jar, complete with blue double shell cap. > wh [ \ I \)h 4 


Double shell caps are stocked in black only, but any 


color can be produced on special order provided quan- 


WHEELING, WEST VIRGINIA 


tities are sufficient. 





* 


ANNOUNCING 


the establishment of 


TOMBAREL PRODUCTS CORPORATION 


as direct and exclusive representatives 


in the United States, Canada and Cuba for 


TOMBAREL FRERES, GRASSE, FRANCE 


Tombarel Freres was established in 1838 and since that time have won 
an enviable reputation for the fine and dependable quality of their 
product. 

This new and closer association will not only materially facilitate our service 
but it will also enable us to cooperate more fully in meeting the needs 


of American manufacturers. 


TOMBAREL PRODUCTS CORPORATION 


9 East 19th Street e Phone: GRamercy 7-7374-5 e New York, N. Y. 


L. J. ZoLLINGER, President 
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OUR business is not cosmetics—it is customers. 
And just one lost customer will mean several 
repeat sales lost to your product. 


long as your customers are convinced that your 


products are pure and beneficial. 


' 
You can build and hold your business only so 
This means you must control the quality of your 
products, you must be sure that the ingredients 
are always uniform—that no impurity or adulter- 
ant is ever permitted to throw your formulas out 
of balance. To help you control your own product, 
we offer you Beehive Brand Beeswax—guaranteed 
pure—always the same. 
PURE WHITE. Every tablet of Beehive Brand 
Beeswax is pure white—an essential in making 
fine, white creams. Our own buyers select the 
finest grade of crude beeswax. It is again tested 
for purity and quality by our skilled chemists. 
Then it is sun-and-air bleached in our own modern 
bleachery. For years it has been the base of many 
finecreams. Write today for complete information. 


Lp 
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WILL AND BAUMER CANDLE CO., INC., Buckley Road, Syracuse, New York 
Established 1855 


SPERMACETI CERESINE YELLOW BEESWAX COMPOSITION WAXES 
RED OIL HYDISTEAR STEARIC ACID 


BEEHIVE BRAND IS ALWAYS PURE— UNIFORM 
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SCOVILL is, we believe, justly famous for its custom- 
made metal containers and closures, designed and 
fabricated to fit the special needs of large-order 
nationally advertised lines. These customers have 
found from experience that it’s profitable for them to 
call in Scovill when they consider introducing and 
styling a new line —or restyling an old one. When 
such a situation is presented, Scovill’s art staff gets 
busy on designs and original, exclusive consumer- 
appeal items. With them, Scovill engineering and 
production men follow through on each step to see 
that —in addition to maximum style appeal, finish, 
novelty and use-convenience—costs are held in 
keeping with the item to be sold. 

Not so well known but important to many—Scovill 


Important Cosmetic Firms Find SCOVILL Service 


Profitable for Individualized Metal Containers 












also serves the needs of numerous moderate-size 
firms who want custom-built style and quality in 
their containers at a price they can afford. Though 
Scovill does not carry in stock complete items for 
small-volume delivery (few gross), we are often able 














to render a custom-built service on medium-sized 
orders. By adapting or slightly changing standard 
parts, this Scovill versatility enables supplying a 
product to meet nearly all individual requirements. 

Scovill’s list of customers reads like a “Who's 
Who” of the cosmetic, drug and toilet preparations 
industry. You also may find the use of this service 
profitable if your requirements fall within any of the 
groups mentioned above. Call or write any Scovill 
office, or in Canada, our Toronto plant. 








This is a thin, double loose-powder vanity. Has snap-down 

cover for powder compartment. Can be provided with special 

finishes and decorative effects. Is only one of many Scovill 
vanity items. 





Ovi 


MANUFACTURING COMPANY 


Drug and Cosmetic Container Division 





79 MILL STREET WATERBURY, CONNECTICUT 

Boston * Providence * New York « Philadelphia * Atlanta 

Pittsburgh °¢ Chicago °¢ Cincinnati 
San Francisco + Los Angeles 

IN CANADA: 334 King Street, E., Toronto, Ontario 


SCO VILL for all types of metal— 


e LIPSTICK CONTAINERS e ROUGE CASES + TALCUM POWDER CAN TOPS « LOOSE POWDER 
PERFUME AND LOTION BOTTLE CAPS AND CLOSURES * ATOMIZERS +« CREAM-JAR CLOSURES 
EYEBROW-PENCIL HOLDERS «+ EYE-SHADOW CONTAINERS +« MASCARA BOXES 


Syracuse ° Detroit ° 








(ON 
SCOVILL 
WW) 


VANITY CASES 
CONTAINERS «+ 
DISPENSERS e INHALERS -« 
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COSMETFICS* FOI LELEF PREPARATICRHS 


CONTENTS ¢ FEBRUARY ¢ 1957 


Druc Law Revision By No MEANs CERTAIN 


New PACKAGES 
by Mary L. Goodman 


“SKIN REJUVENATING CREAMS 
by Frank H. Sedgwick 


CENsus SHows GAIN IN TorILet Goops 


DESIDERATA 
by Vaison GC. de Vavarre 


IMPROVING PRODUCTION 
by Ralph H. Auch 


PACKAGE DESIGNER’s SKETCH Book 
NEws AND EVENTS 60 and 


“Brack Lists” AND THEIR VALUE 
by Dr. Herman Goodman 


EDITORIALS 


THE PENDULUM 
by Edna Colladay Pierce 


U.S.S.R. TorLer Goops 
by Lucien Zacharoff 


BELGIAN EssENTIAL OILS 
by Dr. Ernest Guenther 


CANADIAN News AND NorTes 


Q. & A, 
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MarKeET REPORT AND PRICES 90 and 93 


PaTeENT & TRADE Mark DEPARTMENT 


A ROBBINS PUBLICATION 





pei 


(ood counter displays are an important factor 


in promoting sales of perfumes and cosmetics. 


This unusually fine example shows the Marcel Rochas 
line as displayed by Saks Fifth Avenue, New York. 
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Vrus Law Hevision 
by No Means Certain 


by FELIX J. BELAIR JR. 


WasHINGTON, 
Feb. 3.—After four years spent in a 
futile drive to strengthen Federal 
control over the manufacture and 
distribution of cosmetics and toilet 
preparations the Roosevelt Adminis- 
tration finds itself today in about the 
same spot it was when Senator Cope- 
land first introduced his bill to mod- 
ernize an outmoded food and drug 
law. 

New measures designed to achieve 
the same purpose have been intro- 
duced in the Senate and House of 
Representatives. But the groundwork 
is well prepared for another lively 
squabble over the same old issues. 
Increased Democratic majorities in 
both houses far from reducing 
chances of recurrence of the old feuds 
appear likely to enhance them. In 
slightly modified form Senator Cope- 
land has re-introduced in the Sen- 
ate a food and drug bill bearing 
marked resemblance to that which 
was dragged, tattered and bleeding, 
from the floor of the Chamber in the 
dying days of the last session. In the 
House Representative Chapman of 
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Kentucky has proposed a measure he 
championed last year but without the 
refinements written into it by an In- 
terstate Commerce subcommittee of 
which he was then chairman. 

That a new drive has been launched 
to carry out the Administration’s de- 
sire for improved food and drug leg- 
islation will come as no surprise to 
But they 
may learn with interest of some of 
the snags that lie in wait at the end 
of the ways for this latest attempt. 
This much is certain. Neither the 
Copeland nor the Chapman bills as 
introduced are satisfactory to the 
Federal officials whose job it would 


readers of these columns. 


be to carry them out, and as between 
the two the Chapman measure is 
preferred. 

If these were the only considera- 
tions involved the solution might be 
quite simple. It might even be pos- 
Administration 
leaders in the legislative and execu- 


sible. according to 
tive branches, to pick out the best 
features of both and combine them 
into a single bill. But there are rea- 
sons why this is not likely to happen. 


FEBRUARY+e¢1957 


Representative Sam Rayburn, for- 
mer chairman of the House Commit- 
tee in charge of food and drug legis- 
lation, and now House majority 
leader, told this correspondent that 
nothing “like the original Copeland 
bill can get by the House.” Admin- 
istration leaders in both houses ap- 
pear to have little concern with the 
fate of food and drug legislation this 
session and seem even irritated when 
the subject is mentioned to them by 
inquiring correspondents. 

Into this situation an even more 
important factor has been injected. 
Representative Lea of California, 

chairman of the 
Interstate and Fore- 
eign Commerce, has introduced a bill 
providing an amendment to the Fed- 
eral Trade Commission Act broaden- 


newly-appointed 
Committee on 


ing the powers of that agency to au- 
thorize action in cases where it be- 
lieves unfair competition is being 
engaged in “to the detriment of con- 
sumers and the public interests.” 
The importance of this measure. 
which Mr. Lea says he will press 


toward enactment will be appreciat- 
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ed when it is remembered that the 
commission can now take jurisdic- 
tion over complaints against unfait 
trade prac tices only where they affect 
other business competitors and that 
it cannot require discontinuance of 
such practices except where damage 
to other business men is proved. 
“Under the proposed amendment, 
if the Federal 
should find that ‘unfair o1 deceptive 


Trade Commission 
acts and practices in commerce’ are 
being used to the detriment of the 
public interest. cease and desist or- 
issued.” Mr. 


ders may properly be 


Lea explained. 
Provision Sets 
60-Day Limit 


Another 


provision of the amendment proposed 


important 


by Chairman Lea would set a limit of 
sixty days within which respondents 
in cases involving unfair trade prac- 
tices might ask a Circuit Court of Ap- 
peals to set aside orders of the com- 
mission. If such an appeal was not 
made within the stipulated period, the 
commission's order would become fi- 
nal. Even greater power of control 
over the manufacture and distribution 
of cosmetics and toilet preparations 
would result from still another pro- 
Vision proposed by Mr. Lea. 

By its terms, the Federal Trade 
Commission would be empowered to 
20 directly to a Circuit Court of Ap- 
peals to obtain an injunction against 
a company found to be acting in vio- 
lation of fair trade practices as the 
commission might regard them. In 
Federal 


agency that heretofore has been con- 


other words the anti-trust 
fined to action growing out of for- 
mal complaints against trade prac- 
tices would be empowered to go be- 
fore a Federal court and, upon a 
showing of fact, obtain an injunction 
restraining a manufacturing or dis- 
tributing concern from continuing 
certain business practices. 

What has been said of the uncer- 
tain legislative future of the Cope- 
land and Chapman measures this ses- 
sion probably is doubly true of the 
Lea amendment, according to those 
best able to interpret what President 
Roosevelt will give his support and 
what he will allow to take a natural 
While he is chairman of the 


committee that must consider his own 


course. 
measure, Mr. Lea is considerably in 
advance of sentiment both in the 


House and the executive branch of 
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the government in this matter, it is 
explained by administration spokes- 
men. As in the case of the request 
of Secretary Perkins for subpoena 
powers to facilitate settlement in in- 
dustrial disputes, it is pointed oul 
that many legislative proposals em- 
anating from administration sources 
have little if any chance of passage 
unless the President himself makes 
known that he is in favor of the 
proposal. 

With the medium of food and drug 
legislation this session thus appar- 
ently resting in either the Copeland 
or Chapman measures certain off- 
each might be 
In the case of the lat- 
ter one of the first things seized upon 


cial objections to 
pointed out. 
by critics within the Administration 
is its provision for standards of qual- 
ity of which consumers would be 
advised on labels of products COvV- 
ered in the law. This has been con- 
sistently opposed by the trade and 
for other than practical purposes ad- 
ministrative ofhcials doubt the wis- 
dom of the provision. In the second 
place, the Chapman measure pro- 
vides for the designation of places 
of trial for misbranding or adulter- 
ating of products covered in_ the 
measure through agreement between 
manufacturer and the present Food 
and Drug Administration. 
Measure Lacks 


Misbranding Control 


Against the 
land measure as introduced it is urged 
officially that it suffers from the lack 
of a provision that might control mis- 


Cope- 


branding or adulteration prior to is- 
suance of a cease and desist order by 
the government. As long as the ad- 
ministrative agency is restricted to ac- 
tion against existing abuses the de- 
mand for “preventives” cannot be 
realized, it is argued. As construed by 
administrative officers, this alleged 
weakness of the Copeland bill is rem- 
edied by that of Mr. Chapman in the 
following passage: 

“In order to avoid multiplicity of 
criminal prosecutions, civil penalty 
or libel for condemnation proceed- 
ings, the district courts of the United 
States are hereby vested with juris- 
diction for cause shown, to restrain 
by injunction, temporary or perma- 
nent, any person from the repetitious 
introductions or causing to be intro- 
duced into interstate commerce of 
any adulterated or misbranded food, 


drug, device or cosmetic: or dissem- 
ination of or causing to be dissem- 
inated any false advertisement by 
United States mails, or in interstate 
commerce or radio-broadcast or oth- 
erwise, for the purpose of inducing, 
directly or indirectly, the purchase 
of food, drugs, devices, or cosmetics; 
or dissemination or of causing to be 
disseminated a false advertisement 
by any means for the purpose of in- 
ducing directly or indirectly, the 
purchase of food, drugs, devices, or 
cosmetics in interstate commerce. In 
such injunction proceedings it shall 
not be necessary to show on the part 
of such person an intent to continue 
the offense.” 

Under the reintroduced Copeland 
Bill, regulatory action by an admin- 
istrative agency would have to await 
commission of some offense barred 
by the measure. according to officials 
who have viewed it critically. It is 
felt that the Chapman proposal pro- 
vides a prior cause of action. 

Not the least criticism of the Cope- 
land bill even in official quarters is 
its definition of drugs whereby many 
feel an unnecessarily large number 
of products, including some in the 
field of toilet preparations, might be 
The Copeland 
would include among drugs: 


included. measure 

“All substances and preparations, 
other than food, intended to affect 
the structure or any function of the 
body” as well as “all substances and 
preparations recognized in the ofh- 
cial United States Pharmacopoeia, 
official Homeopathic Pharmacopoeia 
of the United States, or official Na- 
tional Formulary, or any supplement 
to any of them.” 

To summarize.—It would not be 
in the least surprising if this Congres- 
sional session passed by without ac- 
tion on the subjection under discus- 


sion. 


CHINA’S SOAP MARKET 
The demand for locally manufac- 
tured toilet soap has increased over 


last year but this is due partly to 
reduction of prices. The North 
China market has not suffered from 
smuggling but the Japanese are of- 
fering stiff competition through legit- 
imate imports. The Manchurian mar- 
ket is considerably reduced due to 
inability of Shanghai manufacturers 
to meet Japanese (Trade 
Commissioner C. E. Christopherson, 
Shanghai.) 


prices. 


The American Perfumer 





New Packages 


by MARY L. GOODMAN 


* 


SPECIAI 


adopte d two 


RECOGNITION: 


very 


Faitoute has 
effective 
methods for packaging its perfume in small 


unusual and 


sizes. One of the most ingenious sampling 
devices we have seen is the attractive con 
twelve 
Each 
vial has a tiny cellophane label on which is 
printed the name of the perfume, and the 
labels are pasted at an angle so that the 
name is clearly visible from any 


tainer in the foreground, holding 


vials with glass applicator stoppers. 


position. 
The vials fit securely in the cut-outs in the 
base of the green box. In the quartet set, 
the square flat bottles are decorated with 
cellophane trade mark 
label. and contain four different odors. 
The box, with hinged cover and drop-front, 
is of glossy cream paper with green edge. 


sreen cord and 


I 
KATHLEEN MARY QUINLAN: A 


attractive set of containers has been adopt- 


very 


ed by this company for its compacts, rouge, 
lipstick and cosmetique. The cases are 
covered with ivory enamel and gold finish, 
and are decorated with a gold three-feather 
crest on the cover. The cases are thin and 
lightweight, and equally suitable for for- 
mal or daytime use. 


PARFUMS WEIL: Something quite new 
and particularly smart for sports wear is 
this extra-large lipstick bearing the same 
name as the firm’s popular perfume, “Bam- 
boo”. The case, designed directly from the 
bamboo shoot itself, is of brilliantly pol- 


ished brass with a segment break in the 
middle, on which appears the word “Bam- 
boo” in red, and 


scarlet 


with a tiny 
“coolie-hat” finial. In spite of the 
large size of the crayon, the case itself is 


is topped 


quite slim and convenient to hold. 


= 
» 
ELMO: “Special Formula Cream” is a new 
treatment item which this firm recommends 
to prevent and eliminate lines around the 
eyes and throat. It is packaged in an at- 
tractive bucket-shaped opal jar with white 
molded cap. The lettering on the label is 
white on a dark 
label on the back 


blue background, and a 
gives directions for its 


d 


MATCHABELLI: 


perfume set is a 


This attractive triple 
grand merchandising 
scheme for capitalizing on the holiday. The 
company changes its presentation each 
year, but it always follows the true St. Val- 
entine spirit. The box is bright red and 
has white lace paper pasted on the cover. 
\ red cardboard heart with silk 


gives an added festive touch. 


tassel 
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LA VALL INC.: This is an attractive new 
manicure kit called “Beauty Ball” which js 
made of brilliant scarlet “Durez”. The top 
half of the sphere is removable, and the 
three bottles are nested in a removable 
paper shell, which permits this container to 
be used later for other purposes. The scar- 
let “Durez” screw caps match the outside 
case. Photo courtesy General Plastics, Inc, 


HOUBIGANT: Here is a new fashion in 
lipstick containers. The one illustrated has 
a jade plastic cover, with black base, and 
will doubtless be a delight to the lady who 
is keen on matched accessories. The case 
is designed in simple patrician style with 
swivel mechanism, and is available also 
in tortoise shell and ivory. It is a full-size 
lipstick, and no heavier than the all-metal 
container. 
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MARK CROSS: An addition to the “Cross 
Country” line is this Toilet Water for Men, 
scented with the distinctive leather odor 
associated with the name of this company. 
It is attractively packaged in a tall round 
bottle, partly covered with red_ leather 
stiched in white thread, and is capped with 
a wooden screw closure. The wrap-around 
label is of cellophane printed in white. It 
is enclosed in a brown and beige carton, 
the cover of which is attractively decorated 
with men’s sport insignia. 


8 
DOROTHY GRAY: “Blustery Weather Lo- 


tion” is a rather delightful name for a pro- 
duct designed for cold weather use. This 
lotion is a pearly pink liquid recommended 
as a powder base and preventive for wind- 
burn, snowburn, chapping and roughness. 
It comes in a flat flask-like bottle, conveni- 
ent for packing, with a white molded cap 
and the familiar blue and white Dorothy 
Gray label. 


4 
LENTHERIC: A delightful new complex- 


ion soap of the cold creme type is now 
available scented with three popular per- 
fume odors “Tweed”, “Miracle” and “Gar- 
denia de Tahiti”. The cakes are shaped 
in streamline fashion and fit comfortably 
in the hands. They are boxed in sets of 
three, and different odors are wrapped in 
keeping with the perfume packages. The 
“Miracle” soap is in a black box with gold 
trim and the soap wraps match. Th 
“Tweed” box and soaps are covered with 
brown and beige herringbone paper with 
beige accents, and the “Gardenia de Tahiti” 
is all white with a narrow gold label. 
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SEVENTEEN: Here is one of the first sun 
tan products to be offered this year. It is 
a new oil recommended as a filter for 
burn-producing sun rays, and as a pro- 
tective film on the skin to insure an even 
tan. It is packaged in a modernistic round 
bottle with flat base, to prevent tipping, 
and the deep red shade of the oil, which is 
scented, gives a very attractive effect. The 
cap is of white plastic material. 


il 
BOURJOIS: This set is called the “Eve- 


ning in Paris Personality Ensemble”, sold 
at a special price, and consists of rouge 
and lipstick, packed in the same shade, as 
well as a one-dram bottle of perfume. It 
is handsomely packaged in a blue and 
silver box, adorned with the familiar “Eve- 
ning in Paris” figures, which are also en- 
graved on the covers of the rouge and lip- 
stick containers. 


12 

ALLEN B. WRISLEY: These tall cologne 
packages receive unusual treatment. The 
entire bottle is wrapped in a tight-fitting 
jacket of glossy gaily-colored paper in red, 
green, and ivory, with a black reverse label 
joining the top and bottom jacket, and an 
uncovered band permitting the color of the 
contents to be visible. Molded “Durez” caps 
and silk cord tassels complete the package. 
Photo courtesy General Plastics, Inc. 
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T. NOONAN & SONS: This company is 
packaging its new “Vitamin F” scalp cream 
in a collapsible metal tube that is very at- 
tractive. The face of the tube is white with 
a center design in deep blue, red, white 
and gray. The shoulder of the tube is in 
plain metal effect. The applicator is capped 
with a dark blue “Bakelite” cylinder top, 
matching the base of the tube. The same 
color scheme is carried out in the carton, 
with the use of dark blue, instead of white, 
for the surface shade. 
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MENNEN CO.: This company has mod- 
ernized its popular “Skin Bracer” and “An- 
tiseptic Oil” by the adoption of attractively 
colored molded “Plaskon” caps. The 
“Brushless Shave” product has been re- 
packaged in a handsome semi-opaque glass 
bowl with a light-green double-shell 
“Caseal” cap lithographed with dark green 
lettering. Containers and caps by Owens- 
Illinois Glass Co. 
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BOLDOOT (Amsterdam)! “Ours is a con- 
servative people”, said an executive mem- 
ber of Messrs. J. C. Boldoot to our cor- 
respondent, “and provided we keep up our 
end on the publicity sfde, they will con- 
tinue to buy our preparations, even if they 
are a little dearer than the same articles 
from abroad”. Somewhat out-spoken. But 
the claim is supported by the container and 
casing (No. 17978) of the firm’s “Eau de 
Cologne Veritable”. This is a fine example 
of simplified treatment, the discshaped bot- 
tle having a cylindrical metal stopper with 
narrow polished facets. Note should be 
taken of the label, which stands out 
peculiarly without defacing the container 
in any way. The outer packing is covered 
in thick blue-and-gold design paper, and 
bound with a broad buff ribbon. Bol- 
Doots, by the way are now considered 
the world’s third largest producers of eau- 


de-cologne. 


ELIZABETH FLYNN: A newcomer in our 
field, this woman is offering a group of 
five preparations on which she has been 
working for some time. (See story on page 

) The “liqued” cream, illustrated, is 
packaged in an oblong, white, opal bottle 






























































with black molded cap. The name is em- 
bossed in black on a cellophane label, and 
a label on the base of the container gives 
directions for use. It is enclosed in a black 
and white box, with a narrow black silk 
ribbon across the cover. 
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Ir is symptomatic 
of the continually increasing interest 
shown in cosmetic manufacture that 
the really serious side of cream pro- 
duction should be 
and more the attention of chemists 
and progressive manufacturers 
throughout the trade. The fact can- 
not, of course, be denied, that the 


occupying more 


beauty parlor type of business has 
already accomplished a good deal of 
harm in this direction, by incorpo- 
rating in its products all kinds of 
glandular extracts and so forth with- 
out paying sufficient attention either 
to the theory or practice of ethical 
cosmetic production. By the term 
“ethical” I imply hormone creams, 
vitamin creams, enzyme creams and 
all those related products, which aim 
at getting beyond the commonplace 
water-and-oil cosmetics, and justify- 
ing themselves to the medical profes- 
sion generally, as well as to the mere 
ignorant consumer. 

After all, the main object of all 
corrective beauty products (as op- 


posed to those which are intended 
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merely to disguise or minimize super- 
ficial defects) is to exert a beneficial 
action on the skin and thus to be 
dermatologically acceptable as well 
as satisfactory from the 
standpoint. The manufacturer who 
lives only for to-day may conveni- 
ignore all but the simplest 


cosmetic 


ently 
products—but he who hopes to se- 
cure the market of the future will 
certainly feel it incumbent on him to 
find out all he can regarding the pos- 
sibilities of creams and other prod- 
ucts that are compounded with a view 
to actual skin requirements, as well 
as to the more straightforward mat- 
ters of decorative merit and low pro- 
duction cost. 

What, then, is the position in re- 
gard to these improved and derma- 
tologically-acceptable cosmetics? The 
situation is really quite complicated 
and full of apparent contradictions. 
Since the early researches of Unna 
and Golodetz—who incidentally car- 
ried out some vitally important pion- 
eer work on cholesterin—most of the 
well-known authorities have tended 












FRANK H. SEDGWICh, promi 
nent British authority on cosmetics, 
supplements recentarticles by Winter 
and de Navarre with a further 
consideration of “Skin Rejuvenating 
creams. Certain merits of these 
products seem to have been demon- 
strated to a very considerable desree. 
However, il may be necessary to re- 
mind readers that the use of such 
words as “rejuvenatiné”, “nourish- 
ins”, “skin food” and other phrases 
of similar meaning is not ap- 
proved by governmental authorities 
in the United States. .No matter 
what the merits of the products may 
be, it is necessary to label and ad- 
verlise them with due regard to 
What the authorities may consider 
“misleading”.—EDITOR 


to be controversial on the subject. 

While many workers, including 
Dr. Fred Winter and myself, rather 
welcomed the apparent possibilities 
of so-called skin hormones (which 
were in reality skin extracts) in cos- 
metics, further experience with un- 
standardized and somewhat unstable 
products have made us change our 
minds to some extent as to their 
value. 

This experience has brought about 
a cautious attitude of mind in deal- 
ing with the external application of 
all such products, though this atti- 
tude is not shared by other workers, 
such as R. M. Gattefosse, Dr. Y. R. 
Naves, and M. G. de Navarre, all of 
whom are of the opinion that some 
of these products at least may revo- 
lutionise, or at any rate justify them- 
selves, in cosmetic therapy. 

However, it would be as well for 
us in the present brief survey, to 
commence with the question of per- 
cutaneous absorption—for obviously 
it would be worse than useless to in- 
corporate active ingredients in cos- 
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metic creams unless the latter were 
able to bring about the absorption 
of such agents by the skin. 


Percutaneous Absorption 


As Gattefossé has 
pointed out in his newly published 
work “Produits de Beauté,” the 
beauty of the skin is conditioned by 
three factors: 

(1) The state of keratinised 
cells on the surface: 

(2) The functioning of the 
secretive glands; and 

(3) The state of the underly- 
ing tissues. 

It is essentially the function of the 
“skin-rejuvenating” creams to pene- 
trate deeply into the skin layers and 
tone up the entire dermis, replacing 
natural fats that have been depleted 
by time and serving as a vehicle for 
any other active ingredients that may 
be considered desirable from the der- 
Any con- 
stituents of a cream other than the 


matological point of view. 


necessary oils and fats should be 
such as will tend to participate in the 
vital regeneration of the epidermal 
cells. The fats and oils themselves 
must be selected with the aim of 
maximum absorption well in mind— 
and for this reason lanolin, oxychol- 
esterin bases, beeswax. cocoa butter, 
turtle oil and cetyl alcohol are un- 
doubtedly of prime importance. 

Winter has summed up the whole 
position very adequately in_ these 
words: “Since the immediate causes 
of slackness of the skin and the con- 
sequent formation of wrinkles and 
enlarged pores can be directly traced 
to atrophy of the subcutaneous tis- 
sue (shrinkage of the natural fat lay- 
er and lack of other skin-toning sub- 
stances}. it is the aim of rejuvenating 
creams to remedy the natural pro- 
gressive degeneration of this tissue, 
which occurs with increasing age, by 
percutaneous introduction of reju- 
venating substances.” 

This brings us automatically to the 
point of considering (a) whether it 
is actually possible for medicaments 
to be introduced into the skin and 
(b) whether they are likely to prove 
of merit if effectively introduced. On 
the first of these points I feel that 


there is little need for arguments, as 
undoubtedly it is possible for the 
skin to absorb such materials as lano- 
lin and turtle oil, even though to a 
restricted extent. This point of view is 
borne out by such authorities as F. 
Marsek. who states that “iodine has 
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been found in the urine 48 hours 
after it was applied externally, using 
lanolin as the vehicle.” My own ob- 
servations coincide with this view, 
particularly in regard to lanolin ab- 
sorption base, and turtle oil. The 
manner in which such absorption 
takes place has been very extensively 
discussed in the medical and techni- 
cal press, and does not really con- 
cern us here. I personally am of the 
opinion that absorption is effected 
only through the hair collicles and 
sweat ducts (i. e. the natural open- 
ings of the skin) and not through 
the keratinous substances itself. From 
a practical point of view, however, 
it makes but little difference how ab- 
sorption takes place, so long as the 
desired effect is ultimately achieved. 


Outmoded Ideas 


As to the efficacy or 
otherwise of absorbed fats and/or 
additional substances, the matter is 
much more open to dispute—but in 
spite of the tangle of contradictory 
statements that has been made in this 
connection, one can still feel that 
there is excellent work to be done in 
the evolution of really worth-while 
rejuvenating creams, based on the in- 
corporation of dermatologically sat- 
isfactory agents such as cholesterin, 
cocoa butter, cetyl alcohol avocado 
oil (vitamin-containing), turtle oil. 
viosterol (vitamin D), cod liver oil. 
halibut liver oil, and possible hor- 
mone substances such as cestrin. 

Moreover, Dr. Fred Winter (The 
American Perfumer, July, 1936) has 
now abandoned the apparently logi- 
cal view that only skin hormones 
should be employed upon the skin. 
and seems to advocate with Gatte- 
fossé and Y. R. Naves the potential 
efficacy of sexual hormones for this 
purpose. 

Incidentally, Chilson’s view that 
the final result of the absorption by 
the skin of active products is by no 
means likely to prove only local in 
effect, is a point to be borne in mind. 

The chief objection to hormone 
substances (as also to lecithin and 
similar products) is, of course, that 
they are so very prone to decompo- 
sition. This fact makes them not only 
unpleasant but sometimes definitely 
dangerous to employ. unless the ut- 
most care is taken and the highest de- 
gree of technical skill utilized in the 
manufacture of 
them. 


cream containing 
For this reason, it is far bet- 


ter for the average manufacturer to 


leave them alone entirely, and con- 
centrate his endeavors upon choles- 
trinated (“artificial hormone’’) 
creams and products of a similar 
character. These we shall return to a 
little later. 

Meanwhile, let us attempt as far 
as possible to clear away the débris 
of outmoded ideas that from time to 
time have been discussed in the tech- 
In the first place, the 
accepted medicinal ointments have 
been thoroughly discredited for quite 
a long time. Despite the omniscient 


nical press. 


attitude of the medical profession 
generally, one cannot but feel that 
the crude sulphur, zine and boracic 
ointments originated and employed 
by the profession are extremely dis- 
appointing, even when due regard is 
paid to the paucity of authentic in- 
formation available on the function- 
ing of the skin. 

(gain, one needs to go very care- 
fully when considering the possibili- 
ties of enzyme or antivirus creams, as 
suggested by such writers as de Na- 
varre. It is not clear why, for in- 
stance, an antivirus should not be 
subcutaneously injected in the usual 
manner, rather than just rubbed into 
the skin, quite apart from the ex- 
treme difficulties to be encountered in 
manufacturing and preserving such 
creams hygienically and _ satisfactor- 
ily. Enzyme creams also appear 
rather far-fetched, although they 
might conceivably be of some use in 
a very restricted medical sense. In 
any case, their interest to the cosmetic 
manufacturer is not great. 


Hormone Creams 


Attention has al- 
ready been drawn to the difficulty of 
preserving true hormone creams: and 
the possibility of the formation of 
ptomaines such as pentamethylenedi- 
amine and muscarine emphasizes the 
danger of utilizing hormone sub- 
stances, unless under rigid scientific 
control. I would therefore recom- 
mend that manufacturers concentrate 
solely artificial 
creams, based on the use of choles- 
terin. 


upon hormone 


Cholesterin (and also oxycholes- 
terin, metacholesterin, etc.) are free 
from nitrogen and phosphorous, in 
direct contrast to lecithin—which lat- 
ter substances, though dermatologi- 
cally interesting particularly in com- 
bination with and complementary to 
the former, is in practice ruled out of 
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consideration for cosmetic uses, ow- 
ing to the bad color, bad odor and 
tendency to oxidize of the commer- 
cial form with the corresponding for- 
mation of highly toxic body mus- 
carine. 

Winter (among others) empha- 
sizes the important role played by 
cholesterin in the rejuvenation of the 
skin and hair papillae, and therefore 
strongly recommends it as the prin- 
cipal active ingredient in “nourish- 
ing” and “rejuvenating” creams, 
“skin food” and similar prepara- 
tions. 

The fact that cholesterin is found 
in important quantities in the human 
skin, gall, brain, kidneys and other 
principal organs, will of course be 
quite well known to readers of this 
journal. It is, perhaps, best incor- 
porated in a lanolin absorption (i. e. 
oxycholesterin) base—together with 
such desirable additional ingredients 
as cetyl alcohol, turtle or avocado 
oil, etc. On such a basis, using not 
more than 1.5 or 2 per cent of cho- 
‘skin-reju- 


‘. 


lesterin, a really effective 
venating” creain can be made—one 
that takes into account the known 
facts regarding the skin structure and 
attempt in practical fashion to re- 


place the natural skin elements that 
have been depleted by the ravages of 
time, too frequent washing with soap, 
and various other causes. 

Here are two typical formulae for 
“Cholesterin Skin Foods,” the former 
having been originated by Dr. Fred 
Winter, while the latter is suggested 
by the present writer as a suitable 
alternative: 


Cholesterin Cream 


i 

Spermaceti .... boul 100 

Stearic acid . eee werk kk 
Lanolin, anhydrous 600 " 
Cocoa butter .............. 400" 
Sweet almond oil (preserved). 1800 " 
Cholesterin (pure) 120 " 


After the solution of the cholesterin has 
been effected, stir the following hot solu- 
tion into the molten mass until pasty: 


Sodium benzoate ........... 15 g. 
Borax aks, 
Water 1700 " 


Cholesterin Skin Food 


Lanolin absorption base 
Avocado oil 

Olive oil 

Cetyl Alcohol 

Beeswax 

Cholesterin 

Water 

Preservative 


Perfume 


ABSTRACTS FROM FOREIGN JOURNALS 


Under this heading are pub- 
lished brief abstracts of articles, 
both technical and general, from 
foreign journals in this field, to- 
gether with page and volume ref- 
erences. We cannot furnish com- 
plete copies of these articles or 
journals but will be glad to 
supply the addresses of the 
publishers upon request. 


A discussion of spectrometers and 
photoelectric instruments for measur- 
ing color, is given as an addendum 
by F. K. Donovan, in P. E. O. R., 
27, 262, 1936. Various new and 


older instruments are discussed. 
ek 
”* 


Collingridge writing on 
modern lipstick manufacture in the 
Vig. Chemist, 7, 171, 1936, finds 


beeswax an indispensable material 


George 


because of its stabilizing properties 
on bromo acid, and facilitating mold- 
by shrinkage on cooling about 
o 10 per cent being used in the 
S., with 15 per cent castor oil 


as vehicle. Lanolin prevents sweat- 
ing due to its binding power. Petro- 
latum should not exceed 5 to 6 per 
cent. Cocoa butter is not satisfac- 
tory, as it tends to cause flaking. 
Ceresin, spermacetti and vegetable 
oils are useful, but must be pre- 
served. From 
10 to 20 per cent of pigment with 
2 to 5 per cent soluble colors is used. 


Formulas are given. 


Flavor is more important than odor. 
Old fashioned methods of manufac- 
ture are best. 


+ 


Cyclamen perfumes. Karl Schwarz. 
Deutsche 
103, 1936. 
and formulas; 


Parfumerie - Zeitung, 22, 
A discussion of products 
12 formulas are given. 

‘F 

> 
Variation in color is the second 
part of a series called Colour Prob- 
lems in Cosmetics by M. Lovat 
Hewitt, in the P. E. O. R. 27, 165, 


1936. Variations due to constitu- 


In such a formula as the above, 
the cholesterin is thoroughly dis- 
solved in the melted fats and oils, 
the water being run hot into the mix- 
er, with constant stirring. The pre- 
servative should be of the parahy- 
droxybenzoic acid type. 


Vitamin Creams 


Quite a fair amount 
of research appears to have been 
carried out in regard to the incor- 
poration of vitamins in skin foods 
and tissue creams. This idea is based 
on the fact that vitaminous bodies 
have been discovered in the skin 
layers, as well as the cholesterin and 
found by Unna 
and Golodetz (vide the publications 
of Evans, Lepkovsky and Murphy; 
Amer. J. Biol. Chem. 106: 431, 
1934.) 

W. A. Poucher in the recently 
published Volume 1 of “Perfumes, 
Cosmetics & Soaps”. Fourth Edition, 
includes an interesting survey of de 
Navarre’s work on the use of vitamin 
D or irradiated ergosterol in face 
creams. This body is now available 
under the name viosterol, and it is 
extremely interesting to observe that 

(Continued on page 107) 


lecithin originally 


ents and the manufacturing process 
are given. Colors used in compacts 
are described. Color matching, 
blending and control are thoroughly 
illustrated and discussed. 


L 


a» 


Sun tan products are described 
and formulas for many different 
kinds are given, in Parf. Moderne 30, 
203, 1936. Among the materials 
used to prevent burning are: chole- 
strinated castor oil, b-methyl umbel- 
liferone, methyl 
menthyl salicylate. 


eb 


+ 


esculetine, and 


H. Janistyn writes about the use 
of liquid waxes in cosmetics, in 
Deutsche Parfumerie Ztg., 22, 87, 
1936. Cetiol, a specialty of a Ger- 
man manufacturing house is the ma- 
terial described. Formulas for its 
use in hair tonic, hair oil, skin oils, 
creams, powder, nail polish and lip- 
stick are given. Constants of cetiol 
are: iodine value 70-90, acid value 
less than 1, saponification value 
10-10. 
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Census Shows Gain of 25 
Per Gent in Toilet Goods 


WASHINGTON, Jan. substantial increase in production in released today by Director William 









19—Manufacturers of perfumes, cos- 1935 as compared with 1933, ac- —L. Austin, Bureau of the Census, De- 
metics, and other toilet preparations cording to preliminary figures com- partment of Commerce. 
in the United States reported a mod- piled from the returns of the recent The number of wage earners em- 


erate increase in employment and a Biennial Census of Manufacturers, ployed in the industry in 1935 was 


















TABLE 1.— Summary for the Toilet Preparations Industry: 1935, 1933, and 1931 


(Because they account for a negligible portion of the national output, plants with annual production valued under $5,000 have been 
excluded since 1919. No strictly comparable figures are available for 1929) 


.Percent of 
















increase or 

decrease [(-) 
1933- 1931- 
1935 1933 1931 1935 1935 
Number of establishments Saale wee an bat 557 490 658 13.7 -15.3 
Wage earners (average for the year)* ................... 9,649 8,978 10,026 7.5 -3.8 
\ | A ew tes Satan a/c hianaaca tare Ba $8,578,184 $7,469,884 $9,673,527 14.8 -11.3 

Cost of materials, containers, fuel, and purchased electric 

GNU hic tat inueme ne Be eiRiWic nin dedi ashe a Wiece iota Wier ala $44,439,263 $33,174,743 $44,184,334 34.0 0.6 
Value of productst ...... Sx eee eters eeeten $119,446,172 $97,048,992 $153,818,139 23.1 -22.3 
Value added by manufacture$ ................. 00000005. $75,006,909 $63,874,249 $109,633,805 17.4 -31.6 


*Not including salaried officers and employees. Data for such officers and employees will be included in a later report. The 
item for wage earners is an average of the numbers reported for the several months of the year. In calculating it, equal weight 
must be given to full-time and part-time wage earners (not reportedseparately by the manufacturers), and for this reason it exceeds 
the number that would have been required to perform the work done in the industry if all wage earners had been continuously 
employed throughout the year. The quotient obtained by dividing the amount of wages by the average number of wage earners 
can not, therefore, be accepted as representing the average wage received by full-time wage earners. In making comparisons 
between the figures for 1935 and those for earlier years, the possibility that the proportion of part-time employment varied from year 
to year should be taken into account. 

tProfits or losses cannot be calculated from the census figures because no data are collected for certain expense items, such 
as interest, rent, depreciation, taxes, insurance, and advertising. 

tValue of products less cost of materials, containers, fuel, and purchased electric energy. 








TABLE 11.—Products, by Kind and Value: 1935, 1931, and 1929 
(No strictly comparable figures available for 1933. See fourth paragraph of text.) 




















1935 1931 1929 
1. "Perfumes, Cosmetics, and Other Toilet preparations’ industry, all prod- 

Oe, TARE. WORE. gk dnc ccicavcs eine, ae Caren Ae $119,446,172 $153,818,139 *$193,440,550 
2. Perfumes, cosmetics, and other toilet preparations 99,560,505 126,791,355 * 165,720,043 
3. Other products (not normally belonging to the industry) 19,885,667 {27,026,784 *27,720,507 
4. Perfumes, cosmetics, and other toilet preparations made as secondary 

products in other industries . ; ; ; aes 25,213,764 *39,466,003 *35,969, 111 
Perfumes, cosmetics, and other toilet preparations, aggregate value (sum of 

if § ae ; ; $124,774,269 $166,257,358 $201 689,154 
Perfumes .... 8,000,968 10,350,722 19,197,844 
Toilet waters 3,330,263 4,652,993 8,264,132 
Creams, other than shaving cream 14,416,819 25,124,553 33,347,464 
Rouges: , 

Lipstick and lip rouge ‘ ; 4,714,330 5,100,047 ¢ 

nage... eames poe kee annndees 2,574,273 5,629,874 | 1RERENe 
Dentrifices ; 29,472,861 35,699,132 32,463,698 
Deodorants, for human use ; 3,016,138 2,802,169 (1 

Depilatories ; 7 573,907 1,639,696 1,551,633 
Shampoos: 

Containing soap . : 2,927,933 | 

Containing no on ia 1,229,121 J 4,087,062 5,796,526 
Face powders .... bets 11,204,874 18,871,771 24,037,625 
Talcum powders . 1 5,094,345 8,417,995 8,343,697 
Other toilet powders 1,363,390 2,543,202 2,340,008 
Hair dyes 2,025,468 2,999,172 3,327,259 
Hair tonics ...... 3,652,484 . 7,384,152 10,339,232 
Face lotions ....... ee ee 5,564,589 5,816,761 
Hair dressings 5,239,003 5,505,819 
Bath salts .... 758,288 40,371,067 
Manicure preparations pea ia tases a eee 5,665,537 > 19,632,248 | 
Other toilet preparations, (including shaving cream containing no soap) .... 13,949,678 


*Because of a reclassification of certain products, the figures to which this note is indexed are not strictly comparable with 
the corresponding ones for subsequent years. 
tAdjusted for comparison with 1935. 
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9,049, an increase of 7.5 percent 
over 8,978 reported for 1933, and 
their wages, $8,578,184, exceeded the 
1933 figure, $7,469,884, by 14.8 per- 
The total value (at f. o. b. fae- 
tory prices ) of the products made in 


cent. 


this industry in 1935 amounted to 
$119,446,172, an 23.1 
percent as compared with $97,048,- 
992 for 1933. 


This industry, as 


increase of 


constituted for 
Manufacturers Census purposes, em- 
braces establishments engaged pri- 
marily in the production of prepara- 
tions and compounds used for toilet 
purposes, such as powders, washes, 
lotions, hair dyes and tonics, rouges 
and lipsticks, dentrifices, etc. It does 
not cover the manufacture of toilet 
soap nor that of shaving cream con- 
taining soap, but shaving cream con- 
taining no soap is treated as a prod- 
uct of this industry. 

Because of the use of an abridged 
schedule, which did not call for de- 
tailed production data. for canvas- 
sing the smaller establishments in 
this industry in the census for 1933. 
no comparable figures for that year 
can be given in Table 2. 

Statistics for 1935, with compara- 
tive figures for earlier years, are 
given in the following tables. All 
figures for 1935 are preliminary and 


subject to revision. 


Distribution of 

Manufacturers’ Sales 
Manufacturers of 

perfumes, cosmetics and toilet prepa- 

38.9 of their 

sales direct to retailers of all types, 


rations made percent 
including chains, and 37.6 percent to 
wholesalers and jobbers, according 
to latest available figures revealed by 
William L. Austin, Director, Bureau 
of the Census, in another Business 
Census report on the Distribution of 
Manufacturers’ Sales. These reports 
measure the primary channels of dis- 
tribution 


1935 in the initial movement of goods 


used by manufacturers in 
from production to consumption, and 
supplement the reports on wholesale 
and retail distribution. 

The data on sales are gathered con- 
with Census of Manufac- 
tures data, but are compiled and 
published by the Census of Business. 


currently 


Changes in Trend 


When the distribu- 
tion methods used by this industry in 
1935 are compared with those used 
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TABLE Ill 


- 1935 Sales - . 1929 
Percent Percentof Percent of 
of total distributed distributed 














Channels of Primary Distribution Amount net sales sales sales 
Total for industry $1 17,398,000 100.0 
To own wholesale branches 9,349,000 8.0 8.6 2.6 
Direct to indutrial and other large 

users 1,893,000 1.6 1.7 1.2 
To wholesalers and jobbers 44,067,000 37.6 40.3 44.9 
To own retail stores 1,910,000 1.6 1.7 1.4 
To retailers of all types (including 

chains) 45,688,000 38.9 41.8 43.1 
Direct to consumers 6,422,000 5.5 5.9 6.8 
Total distributed sales 109,329,000 93.2 100.0 100.0 
Transfer to other plants in own No comparable in 

organization 5,088,000 4.3. formation is available 
Sales not distributed through usual for 1929 on_ inter- 

channels, or not allocated 2,981,000 2.5 plant transfers and 

sales through other 


than the usual! chan- 
nels of distribution 


TABLE IV 
Number using Number using 
channel in 1935 channel in 1929 
Exclu- Exclu- 
Channel Total sively Total sively 
To own wholesale branches 33 19 50 18 
Direct to industrial and other large users 40 23 58 12 
To wholesalers and jobbers. 332 170 490 170 
To own retails stores 15 8 40 7 
To retailers of all types (including chains) 271 115 454 153 
Direct to consumers 58 18 202 47 
TABLE \ 
Plants Reporting 
Salaries and Other distri- Salaries and 
wages but NO bution costs wages AND 
other distri- but NO salaries other distri- 
bution costs and wages bution costs Total 
Number of Plants 37 97 227 361 
1935 Sales $9,134,000 $10,533,000 $60,399,000 $80,066,000 
Total Expenises 
Amount $431,115 $1,016,910 $15,379,910 $16,827,935 
% of Sales 4.7 9.7 25.4 
Distribution Pay Roll 
Amount $431,115 $4,799,080 $5,230,195 
% of Sales 4.7 7.9 
Other Distribution Expenses 
Amount $1,016,910 $10,580,830 $11,597,740 
% of Sales 9.7 17.5 


TABLE Vi—Summary for the Soap Industry: 1929 to 1935 


(Because they account for a negligible portion of the national output, plants with 
annual production valued under $5,000 have been excluded since 1919) 





1935 1933 1931 1929 
Number of establishments 238 235 248 282 
Wage earners (average for 
the year)’ ; 13,911 14,304 14,163 14,363 
Wages” $15,339,045 $14,140,241 $17,739,732 $18,994,656 
Cost of materials, containers, 
fuel, and_ purchased 
energy .... $139,423,048 $93,507,390 $121,829,338 $180,352,984 
Products, total value® $239,152,130 $200,127,929 $257,718,699 $310,191,530 
Soap $21 1,006,091 (3) $228,330,828 $274,839,304 
Other products, value, 
and receipts for con- 
tract work $28,148,039 (3) $29,387,871 $35,352,226 


Value added by manufacture’ $99,729,082 


in 1929, the most recent year for 
which comparable data are available, 
a significant change in practice is ap- 
parent. There has been some de- 
crease in the proportion of sales 


$106,620,539 $135,889,361 $129,838,546 





made directly to retailers (43.1% in 
1929 and 41.8% in 1935), and a 
larger decrease through wholesalers 
and jobbers (44.9% in 1929 and 
40.3% in 1935). 
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TABLE Vil.—Products, by Kind, Quantity, and Value: 1935, 1931, and 1929 


(No comparable figures for 1933 are available; and owing to an extensive revision 
of the schedule used at the 1935 Census, no comparable figures for certain items 


can be given for any earlier year) 


Pounds Value 
|. Soap industry, all products, total value: 
1935. $239, 152,130 
1931... 257,718,699 
eI rT ee ee ° 310,191,530 
. Soap: 
1935 211,004,091 
1931 228,330,828 
1929 one , 274,839,304 
3. Other products (not normally belonging to the industry): 
siorscaaeuscecered 1 epee 28,148,039 
1931 29,387,871 
1929 35,352,226 
4. Soap made as a secondary product in other industries: 
1935 9,092,918 
1931 9,731,294 
1929 11,917,571 
Soap, aggregate value (sum of 2 and 4): 
1935 $220,097,009 
1931 238,062,122 
1929 286,756,875 
Bar soap: 
Toilet soap: 1935 362,901 569 53,008,916 
1931 305,638,280 53,064,155 
1929 324,383,543 59,982,997 
Laundry soap: 
White: 1935 420,519,270 19,937,259 
1931 787,731,756 33,282,684 
1929 914,588,831 51,175,255 
Yellow: 
1935 713,132,431 31,382,849 
i a 643,372,418 35,102,433 
1929... 550,593,948 40,774,488 
Granulated, powdered, and sprayed soap: 
1935 502,122,591 45,206,462 
1931 421,803,780 40,976,787 
1929 337,291,356 35,724,861 
Bar cleansers containing soap, 1935 7,003,152 424,372 
Soap chips and flakes: 
Packaged, 1935 . 307,274,876 25,615,958 
Bulk, 1935 151,659,892 10,713,357 
Washing powders: 
Packaged, 1935 132,681,612 535,464 


Bulk, 1935 ... 


Cleansers and scouring powders containing soap: 


5, 
81,881,760 2,115,862 


Packaged, 1935 186,494,781 5,844,925 
=. re 19,272,352 617,562 
Shaving soap, total value, 1935 9,210,700 
Stick, powder, and cake, 1935 ... (1) 2,273,911 
Cream (soap base), total value, 1935 6,936,789 
Quantity reported, 1935 ... 5,529,460 4,736,635 
Quantity not reported, 1935 . 2,200,154 
Hand pastes or mechanics’ pastes, 1935 .... 13,579,676 735,547 
Textile soap, including potash and foots soap for textile 
WORT, BO ow cs cred tea ckee cncs 67,521,396 5,176,564 
Potash soap, other than textile and liquid, 1935 20,523,776 1,466,490 
Liquid soap, not including packaged shampoos, 1935 18,817,893 1,157,608 
Soap stock or soap base, made for sale: 
1935 3,665,376 270,406 
1931 8,977,784 546,682 
1929 . 4,106,339 292,323 
Soap not reported according to classifications above: 
1935 1,676,708 
1931 °75.089,381 
1929 °98,806,951 


‘No data. 


“Includes values of products of the classes for which separate figures are given 
for 1935, but for which no comparable figures are available for earlier years. See 


headnote. 





These decreases have been accom- 
panied by an increase in the propor- 
tion of sales made through manufac- 
turers’ own wholesale branches, which 
accounted for 2.6 percent of distrib- 
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uted sales in 1929 and 8.6 percent in 
1935. 

There were 554 establishments pri- 
marily engaged in the production of 
perfumes and cosmetics with total 


net sales in 1935 of $117,398,000. 
Of this amount $109,329,000 repre- 
sents sales through channels of pri- 
mary distribution; the remainder 
consists of interplant transactions, 
exports invoiced direct from plants 
and other sales not distributed 
through usual channels. 

Sales necessarily differ from the 
value of products as reported by the 
Census of Manufactures ($119,446,- 
172 in 1935) by three factors: (1) 
any difference between value of prod- 
uct and selling price; (2) sales from 
previous inventory, or products not 
sold during year of manufacture; 
(3) purchased products sold without 


further processing. The latter in 1935 
amounted to $1,587,000 which is in- 
cluded in 1935 sales. 

Of the 554 plants, 518 sold their 
products exclusively through their 
own sales organizations; they account 
for 96.0 percent of total sales. The 
remaining 4.0 percent of sales were 
made by 8 establishments selling ex- 
clusively through agents, and 28 es- 
tablishments negotiating the sale of 
part of their output through such 
middlemen. 


Channels 


The amount and pro- 
portion of sales made through the 
several primary channels of distribu- 
tion in 1935, and the relative propor- 
tions in 1929, are reported in Table 


Ill: 


Number Using Each Channel 


The number of manu- 
facturers in this industry using each 
of the several channels of primary 
distribution, and the number using 
any one channel exclusively. are re- 


ported in Table IV: 


Distribution Expenses 


Of the 554 estab- 
lishments in this industry, 361 with 
sales of $80,066,000 reported distri- 
bution costs totaling $16,827,935. It 
is incorrect to relate these sales and 
reported expenses directly, since 37 
plants reported a distribution pay 
roll without other distribution ex- 
penses, and 97 plants reported no 
distribution pay roll. What may be 
a representative expense ratio (25.4% 
of sales) can be computed, however. 
on 227 plants reporting both of these 
elements of expense. Figures for the 
361 plants are shown in Table V: 
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Distribution expense is exclusive 
of production costs and does not in- 
clude the expense of sales offices op- 
erated apart from the plant (the lat- 
ter are included in the Wholesale Cen- 
sus as manufacturers’ sales branches 
if they carry stock and manufactur- 
ers’ sales office if they do not carry 
stock). It consists of pay roll of 
distribution employees, traveling ex- 
penses of salesmen and demonstrat- 
ors, advertising, credit and collection 
expense, bad debts and the allocating 
of a portion of such overhead ex- 
penses as rent, interest and general 
administration. 

The use of demonstrators employed 
directly by manufacturers, or for 
whose services an allowance is made 
to retailers, is an important element 
in distribution costs in this industry. 


Employees and Pay Roll 


There is included in 
the distribution expenses of these 361 
manufacturers a total pay roll of 
$5,230,195 for salaries, wages, bo- 
nuses and commissions, paid to 2.- 
191 full-time and part-time officers 
and employees who devoted all or a 
major portion of their time to distri- 
bution activities. such as selling, ad- 


vertising, sales promotion, credit, in- 
voicing, and the demonstration of 
goods in retail stores as a character- 
istic form of dealer help. This total 
pay roll includes $1,854,188 paid to 
920 full-time and part-time officers 
and employees who were also report- 
ed to the Census of Manufactures as 
engaged in production. It is not 
possible to compute the average an- 
nual earnings of distribution employ- 
ees, since no separate tabulation of 
full-time employees is available. 


Soap Census Reports 


Preliminary figures 
released by the Bureau of the Cen- 
sus show a substantial gain in 
soap manufacture in 1935 over 1933 
covering most classifications of the 
industry. Total value of soap pro- 
duced in 1935 was $238,152,130 at 
f.o.b. factory prices as against $200.- 
127.929 reported in 1933. Production 
of toilet soaps amounted to 362,901.- 
569 pounds in 1935, a substantial in- 
crease over 1933 and a moderate gain 
over 1929. 

The activities of the industry in 
1935 with data for previous years for 
comparison are presented in tables 


VI and VII. 


hy MAISON G. deNAVARRE 





@ SOAPLESS SHAMPOO A new 
soapless shampoo material has just 
come in. It is one of the modern 
higher fatty alcohol bases which can 
be diluted to strength, by taking 3 
parts of the base with 2 parts of 
water and mixing. Applying this 
to a hair wetted with either warm 
or cold water, produces abundant 
lather. Rinsing the hair with warm 
or cold water, requires no special 
after rinse. Perfume to suit. You can 
label such a product “Not a Soap” 
or “Not an Oil”, as similar prepara- 
tions are labelled. 


@ PARAFFIN CRYSTALS Dr. C. 
M. Heck at North Carolina State Col- 
lege has recently shown some novel 
crystals of paraffin, as obtained from 
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mineral oil solutions. The crystals 
form a sort of nebulous spiral. Per- 
haps a sort of explanation of the con- 
dition present in liquefying creams. 
\ thought anyway. 


@ OVERCOME GLYCERINE Gly- 
cerine is one of the most important 
ingredients, and one of those present 
in large percentages in hand creams 
and vanishing creams. To cut down 
on the use of glycerine, make your 
hand cream or vanishing cream with 
glyceryl monostearate. Try this for- 
mula and see if it doesn’t do all your 
present product does, with 70% less 
glycerine. Glycerine monostearate 12, 
spermacetti 5, mineral oil 2, glycer- 
ine 3, and water 78. Place all into 
a kettle including water. Bring to 





80° C, or until all is melted. Mix 
well, perfuming at 45°C. You'll 
have a pleasant surprise with the 
result. 


@ VITAMINS If you want a real 
job, try checking up on one of the 
vitamins, say vitamin “A” 
checking up on all of them. That is 
the job to be reported at the meeting 
of the Federation of American Soci- 
eties of Experimental Biology. No- 
menclature is to be the “big  busi- 
ness”. Wonder how the letters used 
by some will fare? 


Imagine 


@ FATTY MICROSCOPY Virgil 
Mehlenbacher in the noted American 
contemporary, Oil & Soap, writes 
about the recognition of various fats 
and oils by studying their crystal 
structure under the microscope. Thus. 
coconut oil, palm oil, corn oil, and 
fatty acids of dive, tea seed, coconut. 
kapok, cottonseed and other oils are 
all described. Twenty micro photo- 
graphs illustrate the article. Indeed 
a valuable scientific work, and a 
quick test for these materials. Read 
and see it. 


@ BULLETINS Writes one chemist, 
“is there any way I can get all the 
bulletins without asking for each one 
Nope! Hafta write in 
for each one you want. That is why 


separately?” 


we give the subject in advance, so 
you can tell if it will interest you. 
“Preservatives, Anti- 
septics and Germicides”. From the 
letters I get, these ought to interest a 
lot of readers. If you have a preserva- 
tive problem, read this bulletin. 
There is a lot of help in it. It is 
FREE! Just ask for it. 


The latest is on 


@ CONTAINER WANTED A ready 
and good sized market awaits the 
maker of a container that can be used 
to pack toiletries; must be made of 
light weight material, transparent or 
opaque, sufficiently rigid for mailing 
and handling, of size suitable to slip 
into standard opal glass jars. These 
will be used to mail re-orders of 
creams to customers of the “direct-to- 
consumer” houses. Opal jars cost too 
much and postage runs high because 
of weight. The customer simply slips 
this reorder of her favorite cream, in- 
to her former jar. | know some manu- 
facturers interested in such contain- 
ers, in quantity. Must have closures 
on these new type jars too. 
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IMPROVING PRODUCTION 






By RALPH H. AUCH, A. B., Ch. E. 


FORMULA STANDARDS 

No end of grief comes to those who 
allow their manufactured products to 
go to market without checking every 
batch. Yet, some standardize a prod- 
uct, in formula and in manufacturing 
procedure then manufacture batch 
after batch without further ado. 

In some cases this is true even in 
organizations that have a chemist or 
chemical staff. The practice is dan- 
gerous at best, for manufacturing de- 
partment employees are prone to be 
careless and may dump in pounds 
instead of ounces, for instance, of 
one ingredient, may leave another 
out entirely or forget to q.s. the 
whole. 

Where no chemist is available, at 
least the product can be tried out 
practically between manufacturing 
and packaging by one or more testers 
or inspectors. Sometimes simple, non- 
technical tests can augment the use 
test. For example, rub out face pow- 
der to observe color spots, and check 
shades. Use a hydrometer on an as- 
tringent to check alcoholic concentra- 
tion. Compare the color of a solution 
or the intensity of odor with a stand- 
ard that has been set up. 

As for tests by the chemist, ob- 
viously they can be more scientific, 
accurate and fool proof. No issue is 
taken with any tests he may make, 
the trouble lies in not making them. 


FROM TEST TUBE TO 
COMMERCIAL BATCH 


Our industry does not ordinarily 
warrant the installation of special 
small equipment, a so-called pilot 
plant to help bridge the gap between 
the new product in the laboratory 
and in the factory. It is usually pos- 
sible, however, to make relatively 
small trial batches to confirm the 
laboratory work on color, odor, con- 
sistency or viscosity and working and 
filling temperatures for example. 

The smallest batches in the small- 
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est available equipment still multiply 
laboratory errors as much as four to 
five thousand times, so the produc- 
tion department should not be im- 
patient with the laboratory. They 
should work together. 

Color, odor and consistency are 
the first errors to show up. A work- 
able procedure is to add only 
one-half to three-quarters of the cal- 
culated quantity of color, odor, ex- 
cipient or gum as the case may be. 
Sparing amounts of the remainder 
can then be added until the correct 
concentration to match the laboratory 
batch is obtained. The manufacturing 
formula can then be definitely set up. 


IS THE COMPLETELY 
NEW EQUIPMENT COMPLETE ? 
That a new, modern piece of 
equipment is complete is usually 
taken as a foregone conclusion. How- 
ever, for any given application, gad- 
gets often can be applied to add to 
the comfort of the operator or the 
efficiency of the machine. 
In the illustration, the spring 
mounted sponge rubber arm rest re- 
duces the fatigue element and the 





flexible arm desk lamp is an aid in 
determining that the level of the ma- 
terial being filled into tubes remains 
constant. Above the machine (not 
shown in the illustration) is another 
electric bulb and a mirror so mount- 
ed that by merely raising her eyes 
the operator can see the level of ma- 
terial in the feed hopper. As the level 


gets low, simply a press on the elec- 
tric push button rings for the dis- 
charge of more material into the hop- 
per from the floor above. 


LET WELL ENOUGH ALONE? 
There is scarcely a well-known line 
that has not been re-styled in recent 
It is true 
that beauty of package has been at- 
tained at the sacrifice of convenience 
in a few instances. This is inexcus- 
able but seems inevitable. Only one 
example is cited—namely—some of 
the short neck bottles that simply 
won't pour with any satisfaction. 
Some who have re-styled have re- 
formulated their products, of course, 
but many have been content to let 
well enough alone insofar as the for- 
mula is concerned. This is dangerous 
with a constant flow of new materials 


years. This is splendid! 


and processes becoming available. 

Those who are content to let well 

enough alone today may awaken to- 

morrow to find the parade has 
passed. 

A NEW PRODUCT 

USING S.D. ALCOHOL 


In development work on a new 
product containing specially dena- 
tured alcohol the laboratory is prone 
to leave the application to the Bu- 
reau of Industrial Alcohol until the 
final formula is definitely decided 
upon. When Form No. 1479-A is fi- 
nally filled out, delay in approv-' 
by the Bureau is found to occur—in 
fact—the formula may even be dis- 
approved. 

The manufacturing department has 
difficulty enough getting the new- 
comer into production without being 
delayed. A workable procedure is to 
make application for every formula 
that shows promise, either in the 
laboratory or among the practical 
testers. Various approved formulas 
need not be used. When the final 
choice is made it alone is put into 
production. 
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THE PERFUMER presents this 
month a new feature intended 
to stimulate the design and pro- 
duction of more appropriate 
packages for toilet preparations 
and cosmetics. Three designs by 
E. Leonard Koppel, staff artist and 
designer, are shown with descrip- 
tive comment. These designs are 
copyrighted. Manufacturers de- 
siring to develop and exploit 
them should consult the Editors. 
Comments on this new feature will 
be welcomed and designers who 
wish to submit their ideas are 


urged to send or bring them to 


the editorial offices.— EDITOR. 
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A "grippable" bottle. Won't slip when being 
used. Bright orange knob top, can't be camouflaged 
when lost in the sand. Extra precaution——novel, 
molded "life preserver" to be worn over the finger, 
attached to bottle by jute cord. Label--orange and 
brown, white hand lettering. 


A jar to grace milady's dressing table without 
"that commercial look." Blue jar with metallic 
(copper color) wrap-around label-—-die cut. Hair 
line, green, wave lines conforming to die cut. 
Copper closure with green center trade mark, de- 
Signed with self-—copper letters. An appropriate 
carton design is available. 


4 


When the majority of manufacturers plan their 
sun burn preparations, man is once more forgotten. 
But not with this bottle that smacks of Hill Billy 
distilleries from its cork-covered, screw top to its 
biased label (pattern is available). Men will like 
it on their locker shelves for two good reasons. It 
looks as if it belonged there and it won't topple 
after the door is slammed, as doors sometimes are 
after a round in 120 or so. 
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Board of Standards 


Organizes for Work 


The Board of Stand- 
ards of the Toilet Goods Association 
has completed organization for active 
work by the appointment of an ex- 
ecutive committee which will super- 
vise and direct its activities. The com- 
mittee consists of H. L. Brooks, pres- 
ident of the association, Coty, Inc.; 
\. H. Bergmann, the Oxzyn Co.; 
Paul Douglas, Bourjois, Inc.; Hugo 
Mock, general counsel for the asso- 
ciation; Charles A. Pennock, Hudnut 
Sales Corp.; Cecil Smith, Yardley & 
Co., Ltd., Charles S. Welch, secretary 
of the association and H. Gregory 
Thomas, director of the Board of 
Standards. In addition, representa- 
tives of advertising agencies whom 





Mr. Thomas Mr. Welch 


Mr. Bergmann Mr. Pennock 





the executive committee may invite to 
serve will be appointed later. 

A scientific committee has also 
been organized and meetings have 
been held for discussion of its work. 
This committee consists of a group of 
scientists in the industry as well as a 
distinguished dermatologist and _ al- 
lergical specialist. The committee has 
preferred to remain anonymous to 
guarantee its greater impartiality and 
liberty of action. 

A publicity committee will also be 
organized consisting of Mr. Thomas 
and representatives of the trade and 
general press and it is hoped that it 
will succeed in securing much favor- 
able publicity for the industry and 
its products and also conduct a cam- 
paign to refute the attacks made upon 
the industry. 





Mr. Brooks Mr. Smith 


Mr. Douglas Mr. Mock 


Executive Committee of the T.G.A. Board of Standards 


The first work of the Board will 
be on advertising copy and an adver- 
tising advisory committee consisting 
of Mr. Welch, Mr. Thomas and Mr. 
Mock will consider advertising sub- 
mitted to it. 

The procedure will be for members 
of the industry to submit their copy 
to the advertising advisory commit- 
tee and the committee, after confiden- 
tial study to make suggestions for its 
When questionable 
scientific claims are made the com- 
mittee will have the benefit of the 
advice of the scientific committee. 
Fullest opportunity will be given the 
manufacturer to submit any proofs of 
the validity of his claims to the com. 
mittee before any action is taken, and 


improvement. 


the executive committee will pass on 
any proposed action which the adver- 
tising committee may feel appropri- 
ate in such cases. 

Members of the industry are urged 
to take advantage of this service and 
or through 
their advertising agents copy and 
other printed matter. Such copy 
should be addressed to Mr. Thomas 
at the offices of the Toilet Goods 
Association, 30 Rockefeller 
New York, to be brought by him to 
the attention of the committee. 


submit either directly 


Plaza, 


American Home Products 
Moving to Jersey City 


Rapid 
being made in consolidating Ameri- 
can Home Products Corp., and its 
subsidiaries in central headquarters 
in Jersey City, N. J. When the move 
is completed virtually all units of the 
company will be located at 257 Cor- 
nelison Ave., in that city. The Affli- 
ated Products division of the com- 
pany comprising Louis Philippe, 
Inc., Neet, Inc., Hopper-Kissproof, 
Inc., and their subsidiaries has al- 
ready been moved from Chicago. 
Curran Laboratories, Inc., and Mys- 
tic Laboratories, Inc., are also at the 


progress is 


new address and other units of the 
company will be concentrated there 
as rapidly as the moves can be made 
conveniently. 


Belmay Moves 
to New Quarters 


Belmay, Inc., New York, manufac- 
turer of perfumes for the trade, has 
moved from 243 West 17th St., to 
new and more convenient quarters at 


116-120 East 27th St. 
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Parfums Corday 
In New Quarters 


The pictures in the 
adjoining column show several views 
of the beautiful new 
and offices just opened by Parfums 
Corday, Inc., New York. The new 
quarters occupy the entire second 
floor of the building at 485 Fifth 
Ave. The company was for several 
years located at 6 East 39th St. 


show rooms 


Medical Association 
Names Cosmetic Council 


A Council on Cos- 
metics to follow the lines of the fa- 
miliar Council of Pharmacy and 
Chemistry and the newer Council on 
Foods has been inaugurated by the 
American Medical Association. As is 
the case with the other “Councils”, 
the new body will pass on claims for 
cosmetics and exercise censorship 
over the advertising appearing in the 
Journal of the American Medical As- 
sociation and affiliated state and local 
journals. 

The personnel of the Council is 
Dr. Francis E. Senear, Chicago: Dr. 
Joseph J. Eller, New York; Dr. C. 
Guy Lane, Boston, Paul N. Leech and 
Dr. Morris Fishbein, Chicago. All are 
well known for their activities in the 
Association and in what might be 
termed “commercial medicine.” They 
anticipate, it is said, a rush of man- 
ufacturers to take advantage of their 
“service” and to secure a certificate 
of acceptance of their advertising for 
the medical journals. 


N. Y. U. Again Offers 
Cosmetic Hygiene Course 


Due to the great in- 
terest shown in its course on Cos- 
metic Hygiene, New York University 
renewed this course for the Spring 
term. Through lectures, demonstra- 
tions, and practical work, the students 
learn about the ingredients of prod- 
ucts, manufacturing processes, how to 
apply cosmetics, and the effects of 
various types on the skin and hair. 
The instructor is again Miss Florence 
E. Wall, F.A.L.C., a prominent con- 
sultant in the field. The class meets 
on Friday evenings, 6:15 to 8 P. M. 

Last month Miss Wall delivered a 
very interesting address at Hartford, 
Conn., on cosmetics as a fertile field 
for chemical research at the meeting 
of the Connecticut Valley Section of 
the American Chemical Society. 
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innual Dinner of The Foragers at the Hotel Astor, New York, last month. 


T.G.A,. Entertains 


Press at Luncheon 


The Toilet Goods 
Association gave a luncheon for the 
beauty editors of magazines and 
newspapers and members of the 
trade press at the Biltmore Hotel in 
New York, January 28. The pur- 
pose of the luncheon was to enlist 
the support of this group in an ef- 
fort to educate the public on the ex- 
cise tax on cosmetics. Members of 
the group agreed to co-operate in 
this movement after brief addresses 
by H. L. Brooks. president, and 
Mark Eisner and Hugo Mock. attor- 


neys for the association. 


Dr. Davis Heads Bush 
Terminal Ass'n 


Dr. Clarke E. Davis. 
vice-president of Virginia Dare Ex- 
tract Co., Brooklyn, N. Y., was in- 
augurated early in January as presi- 
dent of the Bush Terminal Merchants 
and Manufacturers Association for 
the coming year. This organization 
is a group of merchants and manu- 
facturers who have their places in 
the Bush Terminal area of Brooklyn. 
There are over 175 in number, and 
are comprised of many different lines 
of trade. 

Dr. Davis is a graduate of Michi- 
gan State Normal College and Co- 
lumbia University. He is noted for his 
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ANNUAL DINNER 
PORAGERS OF AMERICA 


Bill Neilson in center of head table. 


research work on gelatine and food 
products. He served as chairman of 
the New York Section of the Ameri- 
can Chemical Society from 1923 to 
1925. Dr. Davis served many years 
as chief chemist and later as produc- 
tion manager of the National Biscuit 
Co. 


Elizabeth Flynn’s 
New Line 


A cocktail party 
was held at the Hotel Vanderbilt. 
New York. last month to introduce 
the new Elizabeth Flynn line of toilet 
prepara- 
tions. Miss 
Flynn is spon- 
soring a cleans- 
ing cream. skin 
tonic lotion. tis- 





sue cream 
“liqued” cream 
and _ astringent. 


She is concen- 





trating only on 
these basic items. 


Miss Flynn 


and is arranging 
for their distribution only through 
exclusive department stores and spe- 
cialty shops. A description and il- 
lustration of her liquid cream is 
given in our New Package Section 
on page 49. At a later date Miss 
Flynn is planning to add a few cos- 
metic products. 





Toastmaster Frank Graham and President 


Christy Resumes 
Distribution of Line 


Distribution of the 
Christy line of cosmetics. formerly 
handled by Pacquin Laboratories. 
Corp.. New York. is again under the 
supervision of 
Christy Cosmet- 
ics, Inc., under 
the management 
of Robert T. 
Christy, founder 
and head of the 
company. 
In June 1935 
the Christy busi- 
is ness was leased 


to the Pacquin 





Mr. Christy 


company asit 
was felt that their larger organization 
could operate to the benefit of the 
trade and during this time the rela- 
tions between the two companies have 
been unusually pleasant. At this time, 
however, they feel that the old organ- 
ization can carry on to better advan- 
tage as the line once more needs a 
close touch to tie in with the enlarged 
distribution. 

Mr. Christy had continued to be 
in active charge of the laboratory, 
and will soon be ready to introduce 
new products, new packages and new 
merchandising plans to the trade. 
The new offices of the company are 
located at 512 Fifth Ave., New York. 
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Harper Incorporates 
Canadian Office 


The Canadian off- 
ces of Harper Method, Inc., has been 
incorporated and has become an in- 
tegral part of the Harper organiza- 





Mrs. MacBain Mr. MacBain 


tion. It was previously owned pri- 
vately by Mr. and Mrs. Robert A. 


MacBain in partnership. The new 


company will be known as Harper 
Method (Canada) Ltd., with the same 
officers as Harper Method, Inc.. of 


Rochester. \. Y.: Robert A. Mace- 


11 Mullen 


had a birthday January 14 and a group of his 
personal friends, bothin and out of the industry. 
celebrated it with a luncheon at the Little Venice 
in New York. In the group from left to right are 
Bill Lambert, Ruth Fox, Elliott 
illen, Jerry Danco, Bob Monteith, Marly Gilbert. 
1!. Mullen, I. Alter, Ruth Berse, Steve Mayham, 
Harry Pfaltz, Sonya Lubov, Howard Seeland and 


Francis Hoge. 


mal pose of the guest of honor, who seems to be 


enjoying his party. 


February, 1937 


{merican Perfumers Laboratories 


In the insert is shown an infor- 


Bain, president; Mrs. MacBain, vice- 
president; Frank Kloman, secretary 
and Mrs. Mabel Eberwein, treasurer. 

Executive headquarters of the com- 
pany will be in Rochester but all 
manufacturing, production and dis- 
tribution will be carried on from the 
Canadian laboratory, at 1587 Ellen 
Ave., Niagara Falls, Ont. It is anti- 
cipated that the change will do much 
to increase the steadily growing Har- 
per business in Canada. 


Bourjois Announces 
Executive Changes 


Stanley H. Cham- 
bers who has been engaged in the ad- 
vertising agency business with Alfred 
Wallerstein and as vice-president of 
Redfield Coupe has been appointed 
advertising manager of Bourjois Sales 


He succeeds Nelson W. Mil- 


lard. who has been transferred to the 


Corp. 


sales staff where he will represent 
Bourjois in Metropolitan territor 
ourjyoIs in etropolitan territory 


calling on department stores and 















Odell, Helen 





wholesalers. John Brennan who has 
been representing the company in 
Metropolitan territory will now de- 
vote his entire time to the Barbar 
Gould line. 


Wolf Package Award 
Jury Is Appointed 


The jury of award 
for the annual Irwin D. Wolf Pack- 
age Competition to be held in con- 
nection with the Packaging Exposi- 
tion at the Hotel Pennsylvania, 
March 23 to 26, has been selected. 
Bach, 
Metropolitan Museum of Art; James 
C. Boudreau, Pratt Institute; Mrs. 
Lilliam M. Gilbreth. Gilbreth, Inc.: 
T. V. Houser, Sears. Roebuck & Co.: 
C. B. Larrabee, Printer’s Ink: Edwin 
I. Marks. R. H. Macy « Co.: Mrs. 
William Brown Meloney. This Week: 
Ray M. Schmitz. General Food Sales 
Co.; W. H. Weintraub, Esquire. Inc. 


Closing date for entries in the 


lis members are Richard F. 


competition was February 10. 
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Woodbury Winner in 
Packaging Contest 


\ oodbury "s 
l0c package of facial powder won 
first place in the 4th annual 5 and 
10c Packaging Contest, sponsored 
each year by The Syndicate Store 
Verchandiser in connection with the 
tth annual 5 and 10c Packaging 
Show, held January 13 to 16 in R. 
C. A. Building, Rockefeller Center, 
New York. With lst place goes “The 
Merchandiser Trophy,” awarded to 
The Jergen-Woodbury Sales Corp. as 
supplier of the best-packaged item 
introduced to the variety store coun- 
ters in 1936. 

The judging was done by a com- 
mittee of three: Ruth Gerth, free- 
lance designer, former president of 
the Artists’ Guild, and representative 
of the women’s viewpoint: Heyworth 
Campbell. former agency art direc- 
tor and authority on design: and Wil- 
liam Longyear, director of package 
design at Pratt Institute. The entries 
were judged on four points: 1. Sales 
value in open display. 2. Durability 
and protection to contents. 3. Low 
production cost (as estimated by the 
judges). 4. General appearance. 

Other prizes-winning packages in 
our field were: Park & Tilford’s 
“Faoen” gardenia face powder and 
gardenia perfume in fifth place: 
Andrew Jergen Co.’s “Uncle Sam” 
pine-tar health soap in sixth place; 
B & L Laboratories’ “Usa-Foam” 
bubble bath in eighth place; and Ar- 
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min Varady Inc.’s “Varady of Vien- 
na’ face powder, oil of youth and 
face cream in ninth place. 

Among the packages receiving hon- 
orable mention were: George W. Luft 
Co.’s “Tangee” creme rouge, and Ed. 
Gerarde’s eau de cologne. 

A section of the show which re- 
ceived much attention was a series of 
displays by manufacturers of low- 
cost packaging materials, such as bot- 
tles. caps, tubes, boxes. papers, etc. 


Among the exhibitors in this section 
were: Commercial Solvents Corp., 
Resinox, National Collapsible Tube 
Co.. “No-Kap” Closures, Phoenix 
Metal Cap Co., The Aridor Co., Rob- 
ert Gair & Co., Du Pont Cellophane 
Corp., and Reynolds Metals Co. 
Designs for low-priced packages 
by students of Pratt Institute and of 
Goldsmith 
London, were also on display. 


College, University of 


Bonne Bell Holds 
Sales Convention 


Bonne Bell, Ine.. 
Cleveland, Ohio, held its annual sales 
convention at the Hotel Statler in that 
city recently, the affair being opened 
by Miss Bonne Bell, daughter of J. 
G. Bell, founder and head of the com- 
pany. Several interesting addresses 
featured the business sessions which 
culminated in a banquet at which 
William Ganson Rose was the prin- 
cipal speaker. 

In outlining plans for the coming 
vear, Mr. Bell announced a consider- 
able expansion in advertising for the 
coming year and reported that the 
company’s sales had increased 50 per 
cent during the last year over those 
of 1935. 
transferring the manufacturing oper- 
ations from New York to Cleveland, 
where they will occupy a building in 
the rear of the lot on which the fine 
new offices are located. 


Plans are under way for 





The House of Wembdon, New York, recently had this fine display of its 


products at the McAlpin Hotel in New York, 


The Wembdon lavender line 


is featured. 
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ConcERNED at 
the growing tendency among state 
and local officials to take ill consid- 
ered and often unjust action against 
cosmetic preparations, sold under 
brand names, both nationally known 
and of local reputation, the author 
has undertaken a survey of the ac- 
tivities of these officials. He has 
collected lists of banned products 
from various state and local author- 
ities, boards of health, and others 
concerned with the enforcement of 
health and regulatory statutes and 
has made an analysis of these lists 
to determine, insofar as was possi- 
ble, the ingredients which these of- 
ficials disapprove. 

In a few instances, the information 
was readily available, but in others 
difficulties arose in determining the 
actually objectionable 
The difficulties came from secrecy on 
the part of some local authorities 
and the apparent gross ignorance of 
others, who had banned products in 
some cases without in any sense hav- 


ingredients. 


ing a real reason for such action, ex- 
cepting that “complaints had been 
made.” 

From this survey there has been 
compiled a list of possible cosmetic 
ingredients against which health of- 
ficials have complained. These have 
been carefully studied, the literature 
examined, case histories traced, and 
brief comments upon them have been 
prepared. These comments are pre- 
sented not as being the last word 
regarding the desirability of such 
products in cosmetics. Rather are 
they intended to stimulate further in- 
vestigation and _ possibly debate, 
leading to a clarification of the in- 
dustry’s practice in the use of the 
ingredients. 

With the industry under fire in 
many quarters and making, through 
the Toilet Goods Association’s Board 
of Standards, a real and sincere ef.- 
fort to improve its practices and 


BLACh LISTS” and Their Value 


by DR. HERMAN GOODMAN 


claims, | feel that such a list, open 
for debate, correction, and modifica- 
tion, may be a useful contribution at 
this time. 

The following list is as complete 
a catalog of banned or “black listed” 
ingredients as it is possible to make 
at this time. 
sionally employed, which the author 


Certain products, occa- 


believes to be harmful or dangerous, 
are, strange to say, not found in the 
“black lists” of any of these authori- 
ties. Omission of such products 
from this list does not mean that the 
author approves their use. Only 
those products which have been crit- 
icised or banned by some enforce- 
ment official have been listed. 
Acetic acid—As customarily used 
in cosmetic preparations, this means 
dilute acetic acid of about 6 per cent 
strength, or the approximate concen- 


tration of ordinary vinegar. Such 
concentrations are entirely harm- 


less. Distinguish from Acetic Acid, 
Glacial. 

Acetic Acid, Glacial—Highly dan- 
gerous caustic; solvent for many or- 
Should be PROHIBIT- 
ED in cosmetics unless concentration 


ganic bodies. 


of finished product is in the vicinity 
of 6 per cent. 

Alcohol (ethyl or grain) .—Action 
taken on the basis of an excess of 
the amount required as a solvent or 
preservative, or in cases where it is 
not sufficiently medicated to render 
it unfit for use for beverage purpos- 
es. The matter of alcohol is ade- 
quately taken care of by Treasury 
Department Regulations. The use of 
alcohol externally and as a solvent 
is very important. For external use. 
the most advantageous concentration 
is about 50 per cent. This concen- 
tration has the greatest lethal effect 
upon bacteria found on the skin. 
Ethyl alcohol should be DECLARED ON 
THE LABEL, 

{leohol (isopropyl).—In concen- 
trations no greater than 50 per cent 


there should be no objection to its 
use in cosmetics. Presence and PER- 
CENTAGE SHOULD BE DECLARED ON 
rHE LABEL. 

{Ilcohol (methyl or 
SHOULD BE PROHIBITED IN COSMET- 


wood ).- 


Ics. 

{/kaloids (cocaine, alpha and beta 
eucaine or any of their salts). 
These and other narcotic alkaloids 
are taken care of by the Harrison Act 
and local narcotic regulations. They 
should be PROHIBITED IN COSMETICS. 

{luminum chloride.—I am unable 
to find any adverse effects excepting 
that it injures and sometimes destroys 
clothing. 

Amines.—This term is too general 
for any broad ban on its use. Some 
amines are toxic. Others are entire- 
ly harmless and very useful in cos- 
metics, for example, triethanolamine. 

Amino diamine, or polyamine of 
the benzene, naphthalene or anthra- 
cene series.—See paraphenylenedia- 
mine. 

Ammonited mercury.—See_ mer- 
cury. 

Ammoniacal silver nitrate—See 
Silver nitrate. 

Ammonium hydroxide.—See Sodi- 
um hydroxide. 

Aniline —PROHIBIT as aniline. 
Many aniline compounds; for exam- 
ple, certain food colors, are entirely 
harmless. 
are toxic. See paraphenylenediamine. 

Aniline Type Colors.—See Aniline. 

Antimony.—Has been used inter- 
nally. There is little evidence of any 
harmfulness in exterior application. 
Rarely, if ever, used in cosmetics. 
DISCLOSE ON LABEL. 


Some aniline derivatives 


{rsenic.—See Arsenic trioxide. 

{rsenic trioxide.—Arsenic applied 
externally requires considerable time 
If the skin is 
denuded it acts more rapidly. Does 
not precipitate the albumen content 


of the cell. 


toplasmic poison through inflamma- 


to act upon the skin. 


Acts as a powerful pro- 


NOTICE: This article is copyrighted and may be reproduced in whole or in part only with specific permission of the publishers. 
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tory reaction. It is a powerful and 
dangerous caustic, particularly on 
abraded skin. SHOULD BE PROHIB- 
ITED. 

{rsenous acid.—Same remarks as 
under Arsenic trioxide. 

Barium sulfate—tInert. Harmless. 
Should not be confused with barium 
sulfide. which see. 

Barium sulfide——Deadly poison if 
taken 
harm when applied to unbroken skin. 
Should be DISCLOSED ON THE LABEL 
WITH A “POISON” NOTICE. 

Bichloride of Mercury. 
cury. 


internally. No evidence of 


See Mer- 


Little used. if at all, 
Insoluble salts are not 


Cadmium. 
in cosmetics. 
poisonous but soluble salts are cor- 
In view of its little 
use might well be PROHIBITED. 
hydrosulfide. 
when calcium sulfide is dissolved in 
water. Calcium sulfide is adminis- 
tered by mouth without harm. The 
salt Ca(SH). releases hydrogen sul- 


rosive poisons. 


Calcium Formed 


fide. It is a question whether it is 
poisonous or not. Its reducing ac- 
tion determines its worth as a depil- 
alory. Probably is irritating to some 
skins, particularly if improperly ap- 
plied. Should be DISCLOSED ON THE 
LABEL. 

Calcium Sulfide-——See calcium 
Reducing agent which 
dissolves keratin under certain con- 
ditions. Should be DISCLOSED ON THE 
LABEL. 

Cantharides.—Irritant. May be ab- 
sorbed through unbroken skin in suf- 


produce 


hvdrosul fide. 


quantity to toxic 
symptoms. Should be DISCLOSED ON 
LABEL WITH A “POISON” NOTICE. 

Local irritant but 
there is no reason to believe it would 


ficient 


Capsicum. 


be sufficiently absorbed to act as a 
No reason for prohibition. 
See Phenol. 


Caustics, over 1 per cent. See So- 


poison. 


Carbolic acid. 


dium hydroxide. 
Chloral hydrate. 
to the unbroken skin. 
believe it is 
when used externally. An EXTERNAL 
USE LABEL might be desirable. 
Chloroform.—Antiseptic, volatile, 
If oxidised gives rise to 


Volatile irritant 
No particular 


reason to poisonous 


irritant. 
phosgene (poison gas) but this is 
Widely em- 


ployed without harm in many official 


most unlikely to occur. 


preparations, for example, chloro- 
form liniment. Should be DECLARED 
WITH PERCENTAGE ON THE LABEL. 

Poison. Should be 
PROHIBITED, although so far as I 


Chromium. 
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know no cosmetic contains chromium 
as an ingredient. 

Cobalt.—Cobalt salts are irritants. 
We know of no cosmetic preparation 
which uses them. May well be pro- 
HIBITED. 

Copper. 


tallic copper in cosmetics. 


Know of no use for me- 
Traces 
found in perfumes and toilet waters 
arising from copper containers of 
essential oils are believed to cause 
the discoloration of the skin known 
as “perfume dermatitis.” No reason 
for prohibition since it is not em- 
ployed in cosmetics. 

The cupric salt 
is soluble and is sometimes prescribed 


Copper chloride. 


as an antiseptic. The cuprous salt is 
insoluble in water. Rarely, if ever, 
used in cosmetics. DISCLOSE ON THE 
LABEL. 

Copper salts.—See Copper sulfate. 
Copper sul/ate.—Irritant and styp- 
tic. Antiseptic through precipitation 
No record of its use in 
cosmetics. Should be DISCLOSED ON 
THE LABEL WITH A “POISON” NOTICE 
IF PRESENT IN MORE THAN 4 PER- 


CENT CONCENTRATION, 


of albumen. 


Corrosive acids, over one per cent. 
See Nitric acid. 
Creosote.—A volatile reducing 
agent. Antiseptic. Irritant. Essential- 
ly a mixture of phenols and often 
produces skin reactions. Should be 
DISCLOSED ON THE LABEL WITH A 
“CAUTION” CAPTION.” 
Ether.—Solvent ether 
in the U.S.P. XI. DISCLOSE ON LABEL. 
An antiseptic, 


recognized 


Hexylresorcinol. 
widely accepted for use as a mouth 
wash and also taken internally. No 
evidence of any harmful effects. Prob- 
ably useless in cosmetics for exter- 
nal application. Certainly no rea- 
son for prohibiting it. 


Hydrochloric acid. 


Corrosive in concentrations. 


(Antiseptic. 
Reduc- 
Action depends entirely 
upon concentrations. Should be De- 
CLARED WITH PERCENTAGE ON LABEL. 

Hy pochlorous acid, 


ing agent. 


Used in form 
of compounds in certain scalp prepa- 
rations. DISCLOSE WITH PERCENTAGE 
ON LABEL. 
Iron oxide.—Inert and essentially 
harmless. Possible use as coloring 
matter. No reason for prohibition. 
Lead acetate.—Astringent action 
which is superficial although it forms 
a dense precipitate of proteins. Depth 
of action is limited because chlorides 
in the tissues precipitate the lead. It 
is possible that all salts of heavy 
metals which form insoluble chlor- 





ides are not poisons. Has been used 
for years as a poison ivy remedy. 
DISCLOSE ON LABEL, 

Lead.—See Lead acetate. 
See Lead acetate. 
See Mer. 


Lead dyes. 

Vercurous chloride. - 
cury. 

Vercury.—A distinction must be 
made between the soluble salts of 
mercury, such as the bichloride of 
mercury, and the insoluble 
such as calomel. Certainly the sol- 
uble bichloride of mercury should 
be PROHIBITED in cosmetics. There 
need not be a blanket prohibition of 
all mercury salts although there are 


salts, 


objections to them all from the aes- 
thetic rather than the toxic side. Need- 
less to say, ammoniated mercury has 
the reputation of causing irritation 
to the skin, since its cosmetic use 
has been to cause mild irritation 
leading to peeling. If covered, am- 
moniated mercury may cause con- 
siderable skin damage especially in 
sensitive persons. Without going fur- 
ther into specific preparations or 
confusing the issue with further tech- 
nical discussions, | recommend that 
SOLUBLE SALTS OF MERCURY BE PRO- 
HIBITED and that INSOLUBLE SALTS OF 
MERCURY BE DECLARED WITH PER- 
CENTAGES ON THE LABEL, 
If insoluble salts are not absorbed, 
why use them? If they are, are they 
not likely to be harmful? 

Methyl Salicylate (oil of winter- 
Volatile antiseptic used as 


No record of 


any ill effects from this preparation. 


Query:- 


green). 


mild counter irritant. 


No reason for prohibiting it. 

Nickel. 
dyes, nickel is practically never used 
Most of its salts are 


Excepting in certain hair 


in cosmetics. 
harmless and some are beneficial. A 
few are harmful. Accordingly, pres- 
ence of nickel SHOULD BE DISCLOSED 
ON THE LABEL. 
Vitric acid.—Caustic  escharotic. 
Good reason for prohibition in any 
substantial concentration. Should be 
DISCLOSED WITH PERCENTAGE ON THE 
LABEL and should be PROHIBITED UN- 
LESS GREATLY DILUTED. See U. S. 
Caustic Poison Act. 
Vitro-benzene.—PROHIBIT. 
Opium and its Salts——See Alka- 
loids. PROHIBIT. 
Oxalic Acid. — Dangerously _poi- 
Should be PROHIBITED. 
Paraphenylenediamine. — T his 
product is one of the few drugs which 
is supposed to have marked irritant 
(Continued on page 78) 
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Construcfive Work on In addition to a comprehen- 


the Excise Tax sive brief on the Excise Tax. 
submitted to the proper leg- 
islative bodies in Washington, the Toilet Goods Associa- 
tion has enlisted the support of beauty editors and other 
representatives of the consuming public in an effort to re- 
peal this unfair and burdensome levy. The latter step is 
one which will be generally approved by those who feel 
that there is still a chance, despite the President's state- 
ment regarding excise taxes in general, for repeal or sub- 
stantial modification of the tax this year. As we pointed 
out, perhaps too sharply, after last year’s tax fiasco. there 
is only one way for this little industry to influence the 
activities of Congress and that is through enlisting the aid 
of the consumers, who in the last analysis really pay the 
tax. 

The brief of the Association has also taken up the mat- 
ter of clarifying any tax which may be enacted by this 
Congress in the matter of the containers for toilet goods. 
This is another matter discussed, perhaps too sharply, in 
these columns last year.. It is obviously unfair to many 
in the industry to administer the present tax law in such a 
way that one group pays little and another much. And 
obviously, the best way to correct this situation is by a 
clear and precise definition of the container clauses in the 
law itself. We have had entirely too much taxation by 
regulation. 

We are in complete accord with the Toilet Goods Asso- 
ciation on these two steps. Both are constructive activi- 
ties of the highest order. We urge the industry to assist 
in every possible way in bringing home to the public the 
burdens which this tax places on consumers of cosmetics, 
and to co-operate with the Association in its efforts at 
clarification, if repeal should prove impossible. 
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Two Food and Drug Bills 


have been introduced in the 


Support the 
Chapman Bill 

opening days of Congress. 
Representative Chapman has placed H.R. 300 before the 
House and Senator Copeland has laid S. 5 before the Sen- 
ate. One of these bills, or a modification of one of them, 
will, it is fervently hoped, be passed long before the close 
of the session. 

It is very unfortunate that Mr. Copeland was able to 
persuade his colleagues that his new measure should bear 
the old and familiar designation, S. 5. It is about as un- 
like the S. 5 which the industry supported and hoped to 
see enacted last year as could be imagined. After a series 
of conferences with the trades interested, the Senator la- 
bored mightily and brought forth, not a mouse, but a 
monstrosity. From the standpoint of the industries and 
from the standpoint of the public as well, this new S. 5 
(we wish we could call it something else) is a thoroughly 
bad bill. 

There is no need here to attempt a complete analysis 
of the measure. Only two or three points need be cited to 
prove the statements of the preceding paragraph. After 
considering these points, the manufacturer may look for 
himself and find numerous others with which we are sure 
he will find himself in hearty disagreement. 

First, and most important from the standpoint of the 
public, there is not a provision in the measure which 
would compel the enforcement officers to do anything 
whatever. The bill authorizes and permits all sorts of en- 
forcement activities, some good and some bad. In no para- 
graph does it instruct the Secretary of Agriculture or his 
Now, with Mr. Campbell 
in charge of the Bureau, this would seem to be unimpor- 
tant, but Mr. Campbell is not immortal. He will not be 


subordinates to do anything. 


in charge forever and a complacent successor may wink 
at anything. No one under the Senator's bill can make 
him proceed. He just won't have to. 

If this were not enough the Senator has inserted in his 
measure specific authority for the enforcement officials 
to ignore or write polite letters about anything which 
they might believe to be a “minor” violation. There is no 
definition of “minor violation” in the measure. Even with 
Mr. Campbell in charge this is hardly public protection. 
The industry may recall certain activities of this kind in 
the past with respect to ether, which, no matter how well 
they may have resulted in the end. did result in a lot of 
bad ether on the market and serious charges against the 
Department. 

S.5 (the new one) also provides for enforcement of the 
law by injunction secured in the Federal District Courts. 
This method of enforcing a criminal statute is almost cer- 
tain to lead to grave injustices to the industries operating 
under the law. With the greatest possible respect to the 
District Courts, it is clearly possible to find judges on its 
bench of all shades of opinion and prejudice regarding 
cosmetics, proprietary medicines, advertising and other 
points covered by the Food and Drugs Act. Under Mr. 
Copeland’s bill, any one of these may stop the manufac- 
turer, temporarily or permanently, from branding, label- 
ing, shipping or advertising his product. He may, of 
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course appeal to the Circuit Court of Appeals and to the 
Supreme Court for relief, but there is an obvious shift- 
ing of the burden of proof to the defendant which has no 
place in the American system so far as criminal statutes 
are concerned. This, in our opinion, is clearly bad pro- 
cedure and calculated to bring trouble without anything 
much in the way of compensating advantages. Even if it 
were restricted to cases where imminent danger to health 
is involved, it would still be questionable. 

From the particular standpoint of the cosmetic indus- 
try, the Senator has recurred to his old definition of the 
term, “drug”. which has been discussed with him time 
and time again. This was straightened out in the old S. 5 
but was overlooked in drafting the new one. The bill de- 
fines as a drug “all substances and preparations, other 
than food, intended to affect the structure or any function 
of the body.” As we have pointed out so many times, de- 
pilatories, deodorants, many special creams and a host 
of other cosmetics become “drugs” under this definition. 
And it is so easy to correct that it is hard to understand 
how Mr. Copeland failed to make it acceptable. 

In defining adulterated cosmetics, the new S. 5 includes 
a provision specifically exempting “para” hair dyes, al- 
most by name. No provision for any other allergic reac- 
tions appears in the paragraph. We confess that to draft 
suitable language covering allergy would not be too easy, 
but to exempt one class of materials which have caused 
no little trouble and leave in all those where only occa- 
sional cases have been reported, seems hardly a satisfac- 
tory substitute for the work of evolving language which 
would cover them all. 

It seems hardly necessary to go further in proving that 
the new Copeland bill is not a satisfactory measure to 
either industry or the public. It is disappointing indeed, 
after the conferences of the Summer to find such a meas- 
ure introduced by the New York Senator. In our opinion, 
the industry cannot and should not support this bill. 

In contrast, Mr. Chapman’s measure, with a few very 
minor changes, seems to be an excellent bill. It follows 
quite closely the Senate version of the old S. 5. Its “drug” 
definition is quite satisfactory. It employs the time tried 
enforcement methods which have worked well under the 
old Wiley Law. 

Some provision for allergic reactions could well be 
inserted in its definition of adulterated cosmetics, al- 
though the definition is far from bad as it is. Under the 
definition of cosmetics, it would appear that toilet soaps 
are exempt which may be satisfactory, but that medicated 
soaps are to be considered as cosmetics. It would seem 
that medicinal or curative claims should throw any prod- 
ucts into the drug definition. The cosmetic industry wants 
to avoid such claims and also products for which such 
claims are made. 

Regarding the advertising of toilet soaps, there may be 
more than one opinion. In general, the industry has no 
desire to interfere with the activities of the soap manu- 
facturer. However, in several recent instances, frankly 
cosmetic claims of a competitive nature have been made 
for soaps, some of them warranted and some very ques- 
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tionable indeed. Of course, the Federal Trade Commis. 
sion has authority to proceed in such cases where com- 
petition can be shown, but there is a section of the cos- 
metic industry which would prefer to see such claims 
handled by the Food and Drug Administration. 

Both bills, fortunately, call for enforcement by the De- 
partment of Agriculture, but Mr. Copeland’s bill specifi- 
cally reaffirms the powers of the Trade Commission over 
unfair advertising claims where competition is involved. 
The omission of such a clause from the Chapman Bill 
is wholly unimportant. 

We believe that the industry needs and wants a regu- 
latory measure and desires that one be passed as soon as 
possible. We hope it will not be misled by the “S. 5” 
designation of Mr. Copeland’s new bill into thinking that 
it is the same reasonably satisfactory measure which the 
Senate passed last year. If we want something very close 
to the old “S. 5” 


H.R. 300. It is a satisfactory and, in most respects, excel- 


. we should support the Chapman Bill, 


lent measure. The same cannot be said for the new bill 
which Mr. Copeland is sponsoring. That is a bad bill and 
should be defeated. 


We Invite Comment The article on “Cosmetic 
Upon the “Black List” Black Lists” which appears 

elsewhere in this issue names 
the ingredients of toilet preparations which are believed 
by state and local health officials to be harmful. It dis- 
plays as well the ignorance of such officials of the prop- 
erties of many ingredients, which may at one time or an- 
other have been used in toilet preparations. 

In the article, the author has specifically disclaimed 
responsibility for the list itself, and has presented his 
comments merely as representative of his own opinions 
on these ingredients. He has also indicated that there 
are other materials which might well become a part of 
any “black list” while some of those against which action 
has been taken or considered are wholly harmless. 

In view of the effort of the industry through the newly 
created Board of Standards to establish standard practice 
on materials which may be harmful, we hope that the 
article will be freely commented upon by our readers. 
We invite them to discuss the list, the statements of the 
author, possible omissions, or any other feature of the 
article where criticism seems desirable. We shall be glad 
to publish critical opinions of the article and to turn 
over any additional useful material supplied by our 
readers to the Board of Standards for such action as it 
may consider appropriate. 


The report of the Bureau of 
the Census on the 1935 pro- 


This Census Report 
Is Unsatisfactory 
duction of toilet prepara- 
tions appears in this issue. We had been awaiting these 
figures with interest and anticipation. When they ar- 
rive, we find no means of comparison with 1933, and 
obviously but a fraction of the industry’s operations cov- 
ered.—a wholy inadequate job! In our present frame 
of mind, it is best that we comment no further. After 
all, this magazine must go through the mails. 
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[]AnnuAL Report ON ESSENTIAL 
Oits, SYNTHETIC PERFUMES, ETC. 
Edition 1936. Schimmel & Co., A.G., 
Miltitz, Germany. English transla- 
tion by Dr. F. Rochussen and G. 
Walker, B.Sc. Distributed by Schim- 
mel & Co., Inc., New York. 

The 1936 edition of this valuable ref- 
erence work covers developments in 
the essential oil, perfume and allied 
fields occurring during the year 1935 
and reports on the investigations of 
the Schimmel research staff for that 
year. As usual, it presents an excel- 
lent summary of the year’s develop- 
ments along commercial lines and a 
detailed review of the technical and 
scientific work accomplished by lead- 
ing essential oil and aromatic chemi- 
cal experts throughout the world, in 
addition to the work of the research 
staff at Miltitz. 

The book consists of several sec- 
tions. The first of more than eighty 
pages is devoted to commercial and 
scientific reports on volatile oils. Nu- 
merous little known oils are dis- 
cussed although, as usual, more at- 
tention is given to those generally 
considered most important commer- 
cially. Among the more detailed dis- 
cussions where valuable statistical 
and commercial information is given 
are the reports on the Sicilian oils 
and those on lemongrass, peppermint 
and rose. Turpentine oil is also giv- 
en a considerable review with special 
emphasis on the German industry and 
the comparatively new methods used 
in production in that country. 

Pharmacopoeias of 1935 are given 
nearly 30 pages. Those discussed are 
the Hungarian VIe edition, U.S.P. 
XI, British Codex for 1934 and the 
National Formulary, VI. Of partic- 
ular interest to American readers are 
the notes on U.S.P. X. and N.F. VI. 
On these two works, the requirements 
of the official volumes are shown and 
footnotes give the comments of the 
staff upon these requirements. It is 
noteworthy that these reviewers are 
somewhat more strict in their require- 
ments for many oils than are the 
US.P. and N.F. revision bodies. In- 
cidentally, the critical comments pub- 
lished in this journal regarding the 
US.P. XI would seem to be fully 
borne out by the criticisms which ap- 
pear in this work. Further revision 
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of some of the essential oil para- 
graphs in U.S.P. XI would accord- 
ingly seem to be in order. 

The book closes with about 40 
pages of “Notes on Scientific Re- 
search” gathered from the technical 
literature of all countries. It is a 
very valuable contribution to the lit- 
erature of the essential oil industry. 


S.L.M. 


| REMINGTON’s PRACTICE OF PHaR- 

MACY, Eighth Edition, by E. Fullerton 
Cook and Charles H. LaWall, and a 
distinguished group of collaborators. 
2162 Pages. J. B. Lippincott Co., 
Philadelphia. 1936. 
The eighth edition of this monumen- 
tal work for pharmacists follows the 
general style of previous editions, but 
has been revised and brought into 
step with the latest scientific develop- 
ments in pharmacy and chemistry. 
This review will not deal with those 
sections of interest only to the retail 
and prescription pharmacist. They 
may be assumed to be excellent as 
they were in former editions. 

Part VIII which deals with large 
manufacturing operations has been 
revised and rewritten with the as- 
sistance of Francis J. Stokes, Francis 
J. Stokes, Jr., and John A. Silver. In 
the amount of space given to it, they 
have done a remarkably clear and 
excellent piece of writing which 
should be of distinct value to the 
pharmacist. 

The chapters on vitamins and 
emulsions are also well done and 
quite comprehensive, especially the 
former. That on emulsions appar- 
ently suffers from some confusion in 
the mind of the revisor. It is not 
by any means as clear and incisive 
as many of the works from which it 
quotes. It is, however, probably ade- 
quate for the purpose. 

A section on cosmetics with for- 
mulae or prescriptions has been add- 
ed in this edition. Here again there 
is confusion and lack of clearness. It 
is undoubtedly desirable that this 
work contain such a section, but we 
question the advantage of much of 
the matter presented in the current 
volume. For example, lipstick and 
rouge compact formulae, especially 
when accompanied by wholly inade- 
quate directions for compounding, 


cannot possibly serve any useful pur- 


pose. A suntan formula containing a 
material for which patent licenses 
must be secured without a word of 
caution to the unsuspecting seems al- 
most criminally negligent. Numerous 
formulae, containing trade names and 
apparently culled at random from 
the literature of suppliers seem 
scarcely in good taste in so authori- - 
tative and excellent a work. Perhaps 
it would have been better to have 
omitted this chapter until more com- 
petent and less gullible “experts” 
could have been persuaded to write 
it. 

The publishers have done an ex- 
cellent job on the printing and bind- 
ing, not too easy a task in a book of 
this size. Aside from the obvious 
faults, mentioned above, the work is 
a worthy successor to those begun 
by Prof. Remington more than fifty 
years ago and so ably carried on by 
his followers. 


FP. P. 


[] Flavours AND Essences. (A 
Handbook of Formulae), by M. H. 
Gazan, with foreword by W. A. 
Poucher. 115 Pages. $10.00. D. Van 
Nostrand Co., New York. 1936. 
This work is not a text book of flavor 
manufacture. It is definitely and con- 
cretely a formulary. It contains 
some 317 formulae for the manufac- 
ture of all the usual and some un- 
usual types of flavors. In addition 
to the formulae, only the briefest 
directions are given. An appendix 
of 18 pages describes the apparatus 
necessary and gives a partial dic- 
tionary of the synthetic materials 
employed in the formulae. 

Inasmuch as there is no text on 
flavor manufacture of any conspicu- 
ous value, it is impossible to com- 
pare this with published works. Nor 
has this reviewer attempted to com- 
pound more than a very few of the 
formulae given. That it is a great 
advance over any similar book thus 
far published is so obvious that de- 
tailed working of the formulae seems 
wholly unnecessary. Manufacturers 
of flavors of all kinds, even the 
skilled flavor chemists who compound 
them for the essential oil houses, will 
find it of undoubted interest and 
value. It has been well dressed by 
the publisher and should be a suc- 
cess in this country as, we are told, 
it already is abroad. 


S. L. M. 
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STYLE TRENDS 


Tue big news in 
FLORAL MOTIFS in 
everything from dress fabrics to in- 
terior decorations! The trend toward 


fashions is 


florals is beginning very early this 
year, due to two things. First, the tre- 
mendous popularity of flowers for ac- 
cents, hair-ornaments, « orsages, girdle 
jackets; 
fact that this year Easter comes in 
March. 

Whether the fabric be marquisette, 
chiffon or of 


heavier materials, taffeta, velvet. chal- 


bouquets and second, the 


a sheer of any kind 


lis. linen, brocade, silk, all these have 
either colorful flower-motif paillettes, 
shoulder corsage, a bouquet at waist- 
line, or decollatage outlined in flow- 
ers. while sheers and silks have flow- 
ers scattered all over the surface, 
some embroidered, some sewn on, 
others actually a part of the fabric 
itself. So much for evening wear. 
When we come to the day-time 
mode, we find printed silks, linens, 
woolens, challis, cottons, with flowers 
sprawled all over them, some of them 
appliqued on. Not only are they all 
colors of the rainbow. but they are 
found in splotches here and there on 
dark grounds, and in a riot of inter- 
twined profusion on white grounds. 
Yet. decidedly, scatter flower prints 
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are the early 1937 big fashion news! 

Millinery, too, in the Paris show- 
ings. is found to be quite in harmeny 
with fabrics and gowns in respect to 
flower tendencies. They climb up the 
crown: form the crown; nestle unde 
brims; run along the edge of brims. 

in short, flowers are in! This com- 
ing Spring season will be the largest 
vet in flower motifs, and what are the 


kind, known 


and unknown: roses, violets, carna- 


flowers used? Every 
tions, orchids, tulips, zinnias, butter- 
cups and some not so familiar. 

What does this mean to the manu- 
facturer of perfumes? The answer is 
obvious. Promote your florals. be- 
ginning now, and cash in on the style 
trend that swings the pendulum to- 


ward florals. 
Other influences are at work, also. 
in the fashion field. 


whole series of store showings. for 


Paintings, a 


instance stress Reubens. the Surral- 





{ striking example of a tie-up between a screen star, a product and a 


store: in this case a perfume by a well-known manufacturer and the 


White House in San Francisco. 


To accurately judge the size of the dis- 


play pieces in the background, notice the apparent pigmy bottles in the 


foreground, which were really regulation size, and filled the entire 


window. 


ist exhibition; the stage and screen, 
Theatrical 
have duplicated costumes worn on 


productions in Paris 
the stage and in the audience with 
amazing fidelity. “Madam Bovary,” 
for instance, showed Marguerite 
Jamois, who played the leading role, 
epitomizing the 1830 epoch by ap- 
pearing in a beruffled gown of Par- 
ma-violet with pinked edges, and in 
the audience was seen a Parma-violet 
broad-cloth evening gown, designed 
by Robert Piquet, with pinked trim- 
ming replacing the ruffles. 

A long and voluminous black vel- 
vet coat-dress, opening in front over 
a petticoat trimmed with snowy ruch- 
ing, worn on the stage, seemed to 
complement Schiaparelli’s black vel- 
vet model showing a contrasting satin 
slip, worn by an élégante in the au- 
dience. In direct contrast to this 
Edwardian fullness is the princess 
silhouette, properly worn by our 
slimmer sisters. 

Tunics and boleros will continue 
to be popular, though the former will 
vary the silhouette by taking the red- 
ingote style of open front, and will 
be slit on each side and bordered on 
all these openings, and the latter will 
be longer and some of them fitted to 
the waist-line with the material form- 
ing a belt in front, while the bolero 
swings free above it. 

Suits of course, will have even 
more of a vogue this year than usual. 
The mild Winter thus far turns the 
feminine mind toward the tailored 
ensemble even now, and Paris has 
been quick to recognize this. before 
we have even become aware of our 
subconscious yearning toward Spring. 
well, it doesn’t take a 
very astute prognosticator to know 
that when the Duke and Duchess of 
York became the King and Queen of 
England, it was a foregone conclu- 
sion that the latter’s favorite color 
would be named for her, York gray, 
and with it would be worn bright 
Coronation accents and accessories. 
Equally, of course, will Balmoral 
plaids be popular, especially for top- 
coats. The York gray trend has 
been capitalized upon by 
“make-up 


Colors 


already 
several cosmeticians. as 


for gray.” 
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Beige, too, is a favored shade, and 
combined with black and navy, it will 
bridge the gap between Winter and 
Spring, and perhaps between Spring 
and Summer. There is every pros- 
pect that the 1937 Spring season will 
be a challenge to a stupendous mer- 
chandising opportunity. Upon how 
wisely you use it, depends how much 
this year of opportunity shall mean 


to YO ! 


SELLING HINTS 


Some manufacturers feel that be- 





cause their lines have become ac- 
cepted they can put out new prod- 
ucts in the regular way and _ these 
will immediately achieve the same 
amount of volume as their other 
products have attained. 

The stores still have need of in- 
troductory packages on a new item, 
in order to induce their customers to 
buy a product of which they know 
nothing. It does not suffice that your 
name is known, or your line success- 
ful. How can a woman know with- 
out trying it, that she will find your 
new item acceptable to her? 

If it is perfume, precede your reg- 
ular assorted packages with a small 
size, in order to permit the consum- 
er to become acquainted with it, and 
see that the stores are stocked with 
larger sizes, as well. 

If it is a cosmetic, put out small 
sized jars of the new product, in ad- 
dition to the regular size. If you are 
introducing several products at once, 
house them in small containers and 
box them together, to sell at a mod- 
erate price, seeing to it that the 
stores have the regular stock of each 
of these on hand. 

And don't expect large orders on 
a new product at once. You'll be 
much better off in the long run if the 
stores have a quick turnover and or- 
der frequently. Don’t try to stock 
them up in advance, nor cherish il- 
lusions about how grateful the pub- 
lic is going to be to have you supply 
them with this marvelous item! 

If you are skeptical about this 
method of merchandising, try it once 
and you'll be surprised at the results 
you obtain. After all the buyers know 
their customers, and many of them 
have voiced the desire for this means 


to the same end—consumer accept- 
ance and consistent resales—IF the 


product is RIGHT! 
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In contrast to the other picture, 


here is an extremely small show- 
case, in which are shown hand- 
sised wreaths, tiny bottles, wee 
candles, and a card about three 
inches in diameter. The entire 
display is really done in miniature. 


QUESTION BOX 


The Question Box acts as a clear- 
ing house to help you solve your 
merchandising and sales promotion 
problems. Send in your own ques- 
tions. We shall be glad to answer 
them and shall not reveal your name. 
So you may be quite frank and so 
shall we! 


Q. If a store has a solid demonstra- 
tion department, how is a manufac- 
turer who is not already in the store, 
to get in? 
A. Not many stores are so situated, 
If the one you wish to enter, either 
from a prestige standpoint, or that of 
volume, is in this category, you will 
either have to conform to this policy, 
or stay out of that particular store. 
Fortunately for the manufacturer. 
















the time may not be too far distant 
when this practice may be arbitrarily 
forbidden, either by Federal prohibi- 
tion, or by common consent of the 
combined forces of the manufactur- 
ers themselves. 


LITTLE VISITS TO 
MANUFACTURERS 


* 

Some time ago we 
happened on a remarkable story of 
some of the most perfect flower du- 
plicates in perfume we have ever en- 
countered. 

The story is very simple, like the 
chemist who makes the perfumes. 
For twenty years he has been accu- 





mulating flora for his own large gar- 
den, where a multitude of flowers and 
plants of infinite variety grow in 
great profusion, many of them little 
known and rarely used. For years 
he carefully watched, patiently tabu- 
lated each flower and plant for its 
retroactive fragrance; the varying 
degrees emitted under different tem- 
peratures and weather conditions. 
selecting at long last only those 
which were healthiest, hardiest, of 
the most delicate and lasting frag- 
rance. 

We said he was patient. When we 
tell you that he worked twelve years 
to perfect a violet that is an absolute 
duplication of those small, fragrant 
blossoms, you'll know what we mean. 
The reasons for this so far uncom- 
mercial chemists amazing achieve- 
ment can be summed up in one state- 
ment. He never attempts to create 
a perfume until he has the living 
flowers and plants to act as his in- 
spiration and guide, and in addition, 
he has the most sensitive and accu- 
rate sense of smell we have yet seen 
demonstrated. 

When, therefore, this man tests, re- 
tests, discards one formulae after an- 
other until the perfume he finally 
succeeds in evolving pleases HIM, its 
pretty darn sure to appeal to the 
large percentage of men and women 
who like perfume, and particularly 
those who know something about 
when a perfume is good, bad or in- 
different. When this chemist com- 
mercializes his perfumes, he’s going 
to give some florals a good run for 
our money, so don’t say we didn't 
warn you. We prophesy a brilliant 
future for these entirely different 
perfumes. 
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On November 20, 
1936, the toilet goods, cosmetics and 
soap-boiling factories of the Soviet 
Union had completed their year’s 
program 40 days ahead of schedule. 
They had spent the balance of the 
year in producing additional tens of 
millions of roubles’ worth of soaps, 
tooth powders, perfumes, eau de 
Cologne, shaving creams and other 
items of personal hygiene. 

Exceeding the 1935 output by 
31.4% and that of 1934 by 57.5%, 
the 1936 production was 109% of the 
quota and was valued at 515,000,000 
roubles in terms of the 1926-1927 
prices. The introduction of the Stak- 
hanoff methods of super-rationaliza- 
tion—as in other branches of Soviet 
industry and agriculture—and _par- 
ticular attention given this branch 
by the highest government organs 
and officials, including Joseph Stalin 
himself, were credited with the spec- 
tacular progress made last year. At 
the head of the Main Administration 
of the Perfumery-Cosmetic, Synthetic 
and Soap-Boiling Industry, which is 
a division of the People’s Commis- 
sariat of Food Industry, is the ener- 
getic wife of the Soviet Premier 
Molotoff, Mme. P. S. Zhemchuzhina. 
a recent visitor to the United States. 

What Mme. Zhemchuzhina’s ad- 
ministration has achieved is especial- 
ly impressive by comparison with the 
status of the industry in the pre-war 
Russia which had only two large- 
scale toilet goods enterprises, those 
of Broker and Ralle. There were a 
few other plants for the production 
of soap, cosmetics and related goods, 
but their primitive handicraft meth- 
ods accounted for only a small pro- 
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LUCIEN ZACHAROFF reports in this article the tremendous 
progress made by the industry in recent years. Important to 


American readers is the plan for further mechanization of the 


factories with machinery from America and the projects for the 


production of essential oils and synthetic raw materials. Kecent 


developments in these branches, reported in exclusive articles 


in this magazine, seem likely to be important in world markets 


in the future —EDITOR. 


portion of merchandise in the market. 

During 1913—their record year— 
the Ralle and Broker factories placed 
on the market 11,000,000 small-bot- 
tled items of scented preparations, 
51,000,000 pieces of toilet soap, 8,- 
500,000 boxes of various cosmetics, 
and about 160,000 tons of ordinary 
soap. 

In 1936 the Soviet industry turned 
out about 300,000,000 cakes of toilet 
soap, 355,000 tons of ordinary soap, 
70,000,000 items of boxed cosmetics, 
and perhaps as much as 85,000,000 
small bottles of perfumes and other 
scenter liquids. The production of 
toilet soap alone was 65,000,000 
cakes above that for 1935. Particu- 
larly notable gains were made in 
1936 in the manufacturing of toilet 
soap, perfumes, eau de Cologne, pow- 
der, and various creams. Prepara- 
tions, which 20 years ago were ac- 
cessible to the privileged few, were 
in such tremendous demand in all sec- 
tions of the Soviet Union, that even 
the huge output just cited was un- 
able to supply all the needs. 


Laboratory technicians and engi- 
neers in Mme. Zhemchuzhina’s juris- 
diction are now concentrating on im- 
proving the quality of the merchan- 
dise and endowing it with artistic fin- 
ish. For five months last year she, 
accompanied by a commission of ex- 
perts, toured Europe and the United 
States to study the most valuable ac- 
complishments of foreign enterprises 
to find out wherein they can contrib- 
ute to the results of research at home. 

While she was particularly im- 
pressed by the industry’s achieve- 
ments in the United States, there was 
something of value to the Soviets in 
every country visited. 

The study of France’s 389 toilet 
goods factories, their superior points, 
methods of retail trade, etc., con- 
vinced the Soviet commission that 
their country had much to learn 
there. They wrote a letter to Stalin 
and to Commissar of Light Industry 
A. I. Mikoyan, saying that it would 
not be a bad idea to send a group of 
Russian synthetic chemists to France 
for expert mastery of the methods in 
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the best schools of the country with 
the finest tradition of cosmetic prep- 
arations. Almost by return mail 
came the reply that a group of spe- 
cialists was already on the way. But 
the commission’s most exciting im- 
pressions | were still ahead, in the 
United States: Writing of her impres- 
sions here, Mme. Zhemchuzhina says: 

“American toilet goods-cosmetic 
and soap-boiling factories amaze one 
by their exceptional grandeur, first- 
rate technique and cleanliness. Al- 
most everything in American plants 
is done by machinery, so thoroughly 
mechanized are all labor processes. 

“In America we studied principal- 
ly the mechanization of enterprises, 
in order to transfer to the Soviet 
Union the experience of the most ad- 
vanced American organizations. But 
after spending more than 400,000 
marks for machinery in Germany and 
over 200,000 francs for high-grade 
raw materials in France, we discov- 
ered by the time we got to America 
that we lacked the funds essential for 
purchasing the best American ap- 
paratus. We decided to cable to Com- 
missar Mikoyan that we needed 
$300,000. 

“Only after our return to the So- 
viet Union did we learn that Mikoyan 
told Stalin about the contents of our 
cablegram. Stalin, preoccupied with 
most important affairs of state, found 
time to learn every detail connected 
with our request and the require- 
ments of our toilet goods factories, 
and told Mikoyan— 

“ ‘This industry has given much to 
our country. Let’s give them the for- 
eign currency for the purchase of 





machinery, we must mechanize these 
factories’.” 

The international tour has greatly 
enriched the program of the industry 
which now offers a wide assortment 
of products, many of them of the 
highest quality and only recently un- 
known to the Russian market. A dele- 
gation of distinguished Moscow art- 
ists, actors, and others, invited to an 
exhibit and test of Soviet and foreign 
toilet soaps, unanimously decided 
that the home product is easily the 
equal of goods from abroad. 

Mr. Mikoyan recently made the 
announcement that the Main Admin- 
istration of the Perfumery-Cosmetic, 
Synthetic and Soap-Boiling Industry 
would thenceforth be in charge of 
manufacturing essential oils. As the 
producer and consumer of these oils, 
the Main Administration is expected 
ultimately to free the country of the 
need for importing them. 

Most of the shortcomings regard- 
ing quality have been eliminated and 
at the present time several brands of 
Soviet perfumes and toilet waters are 
enjoying great popularity with the 
public. Among the better brands of 
older vintage are “Magnon”, “Mag- 
nolia” and “Red Moscow.” The more 
recent ones in good standing are the 
“Rose of Crimea”, “Kremlin”, “El- 
lada”, “Diamond” and “Crystal”. (All 
names herewith are the English trans- 
lation of titles which are used in the 
original Russian.) These are distin- 
guished not only for their splendid 
scents but also for the elegant form 
of the bottles. 

Male citizens of the Sovietland are 
today enjoying high-grade shaving 








soaps packed in metal boxes and 
Both cos- 
metic creams and tooth paste are now 
available in metal tubes. Such pack- 
ing is a most welcome novelty for 


shaving cream in tubes. 


the Russian consumer. 

For children Soviet factories are 
multicolored 
cakes of soap in the shape of attrac- 
tive little elephants, hippopotomi, 
fishes. 


now manufacturing 


rabbits, 
oranges and tangerines, lemons and 
cucumbers. 


bears, squirrels, 


While the industry embarked upon 
1937 enriched by much experience, 
Mme. Zhemchuzhina herself says that 
“In 1937 a great technical re-equip- 
ment of factories impends. They shall 
receive the latest contemporary ma- 
chinery which will enable them to 
manufacture first-class goods. Pre- 
paring for this reconstruction, our 
engineers and technicians must give 
careful heed to the suggestions of 
Stakhanoffites and shock brigaders. 

“The country’s expanding culture 
demands from us a_ continuous 
heightening of quality. We must re- 
member that what satisfies the Soviet 
consumer today, will already be in- 
adequate tomorrow ay 

As a result of visits to the United 
States and France, Mme. Zhemchuz- 
hina is now organizing special con- 
struction bureaus at each factory, 
charged with perfecting machinery 
for further mechanization of the in- 
dustry. At every plant laboratories 
are being set up to watch over the 
quality of raw materials, the process 
of production and the finished prod- 


uct. From now on not a bottle of 


































































perfume, not a cake of soap will go 
on sale, unless tested and approved 
by the laboratory. The assortment 
will be reduced, and the smaller 
number of brands will be made up 
for in better quality. 

Much that is new to Russia and 
suitable for introduction there was 
observed abroad by Mme. Zhemchuz- 
hina and her colleagues: 

“In America, for instance, where 
the network of mechanized laundries 
is widely developed, they are produc- 
ing the so-called soap flakes, special 
powders lending themselves to quick 
Here, in the Soviet 
limitless de- 


solution in water. 
Union, these will find 
mand, because our network of public 
laundries is growing from year to 
year. We have assigned ourselves 
the problem of assimilating these new 
goods in order to present the Soviet 
consumer with them.” 
Now that the latest 


from America and elsewhere has been 


machinery 


installed in Soviet factories, another 


task faces the administration, to train 
sufficient numbers of people capable 
of operating up-to-date equipment. 

Another important campaign be- 
ing waged in the soap-boiling and 
toilet-goods-cosmetic industry is to 
free it from dependence on foreign 
imports. Bases of domestic raw ma- 
terials are to be more widely exploit- 
ed. A gigantic combine for the pro- 
duction of synthetic substances has 
been built at Kaluga. Before the con- 
struction was undertaken it was Stalin 
himself who had supported the Zhem- 
chuzhina administration’s successful 
request to the government for the 
appropriation of 75,000,000 roubles 
for the creation of the combine. 

With such cooperation and solici- 
tude from the most important official 
Mme. Zhemchuzhina ex- 
presses confidence in the ability of 


sources, 


20,000 workers and specialists in her 
industry to surpass eventually “the 
specimens of the famous French con- 


cerns. 


NEW PRODUCTS AND PROCESSES 


Under this heading are published 
brief articles concerning interesting 
new products and processes offered 
in the industry. The material is in 
every instance furnished by the spon- 
sor of the product and the article is 
not to be considered an endorsement 
by this journal. Further information 
regarding any of the items mentioned 
will be sent on request. 


Portable Mixer 
The Mixing Equipment Co. has 
adapted its “Lightnin” portable mix- 





er from the paint field for which it 
was originally intended to general 
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mixing processes such as those of the 
In describing the 
machine, the company says: 


cosmetic industry. 


“The especially designed patented 
housing for the mixer introduces the 
agitator in an angular off-center po- 
sition which results in a double mix- 
-~complete rotation plus 
The mixer 
housing serves as a baffle which still 


ing action - 
bottom-to-top turnover. 


further increases mixing efficiency. 
The built-in explosion resistant mo- 
tor is approved by Underwriter’s 
Laboratories. 

“Portable either on truck or casters, 
the unit can easily be moved from 
one source of supply to another- 
eliminating needless piping. It like- 
wise can easily be moved about the 
plant for part time duty, still further 
reducing your mixing costs. Can be 
operated wherever drop cord is avail- 
able. Extra ruggedness in every de- 
tail of design and construction as- 
sures a wide margin of safety while 
being moved. 

“Where the portability feature is 
not desired, this unit, due to its re- 
markably high degree of efficiency. 
makes an ideal stationary unit. Avail- 
able in 100, 300 and 600 gallon 
sizes.” 








Powder Filler 


The F. J. Stokes Machine Co., Phil- 
adelphia, has placed on the market 
the new “Stokes 15-C Powder Filler” 
The company 


illustrated herewith. 








writes as follows regarding this new 
machine: 

“Depending on the size of the con- 
tainer and the nature of the material, 
this machine will fill and cap up to 
50 containers per minute. A novel 
feature of this machine is the capper 
which eliminates the placement by 
hand of flanged tops on the contain- 
ers. The capping device consists of 
a rotary cap table and multiple 
chucks. The operator drops the tops 
over raised bosses on the rotary 
table; then a chuck 
picks up the cap, turns and presses it 
down on the filled can, lifts the can 
out of its holder and drops it on the 
discharge conveyor belt. 

“Removable holders and other 
readily made adjustments facilitate 
‘change-over’ for different size con- 
tainers. A ‘no-container—no dis- 
charge’ device, which is a sensitive 
lever controlling the filling mechan- 
ism, makes for cleanliness by pre- 
venting discharge of material if there 
is no container in the filling position. 

“The overhead supplemental hop- 
per not only allows larger scale mix- 
ing and feeding from a floor above 
the filling room, but aids in the main- 
tenance of a uniform ‘head’ in the 


comes down, 


feed hopper. 

“For operating this machine with 
the capping device, two operators are 
required—one to place the contain- 
ers and one to drop the caps or tops 
into the proper position.” 
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Belsian Essentia 


Oil of Valerian 


Valeriana officinalis L. is a peren- 
nial plant occurring in temperate and 
northern climates, partly wild and 
partly in cultivated form. As a me- 
dicinal plant of great importance, it 
is extensively cultivated in Belgium 
and to a lesser extent in Northern 
France and in Germany (Saxony and 
Thuringia). The most important cul- 
tivations are undoubtedly in the north- 
ern part of the Province of Hainaut 
(Belgium), comprising about fifteen 
communities around Lessines and 
Flobecq. 

Valerian is planted the beginning 
of Spring, usually in April, from 
young, wild-growing plants which the 
farmers collect in woods and damp 
meadows. After the soil has been 
carefully tilled, harrowed and _ fer- 
tilized, the valerian plants are trans- 
planted in straight rows with a dis- 
tance of 40 centimeters between the 
rows and 30 centimeters between each 
plant. As the plants grow, the 
ground must be tilled and cleared of 
weeds, and fertilized. The plants 
grow large, reaching a height of 
about 50 centimeters, and almost 
completely cover the ground. 

Valerian is cultivated exclusively 
for the root which is very fibrous, de- 
veloping a great number of rootlets 
and spreading out beneath the sur- 
face in a circle about 20 to 30 centi- 
meters diameter. 

In September the leaves of vale- 
rian begin to turn yellow and wither. 
At this point the plant is ripe and 
must be harvested. First the leaf ma- 
terial is mowed, raked and piled up 
along the sides of the field. When 
the weather is dry, the roots are 
pulled out either by hand with a 
simple device called a “Trident”, or 
by means of a light plow, ox or horse 
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DR. ERNEST GUENTHER, Chief esearch Chemist of Fritzsche 
Brothers, Ine. New York, now takes up a discussion of Oil of 
Valerian and begins a deseription of the cultivation and har- 


vesting of Oil of Hops. 


drawn. The roots are then gathered 
by members of the family, roughly 
cleaned by shaking and stacked up 
on a wooden picket placed in the 
ground. Then the roots are more 
thoroughly freed from earth and 
arranged in heaps. For protection 
against rain they are covered with 
leaves and left in the fields for a few 
days. Much work must still be done 
before the roots are ready for mar- 
keting. 

As the work of cleaning progresses, 
additional quantities of roots are 
constantly wheeled from the fields to 
the farm. There, seated under a shed, 
women and girls cut the roots ac- 
cording to size into four, six or eight 
parts, all of which are carefully 
cleaned. The roots are then wheeled 
to the bank of a nearby brook where 
previously a large wicker bin with 
a dike on one side had been con- 
structed. Into this bin the roots are 
thrown and washed by stirring with 


long, tridented, wooden poles. They 


are then removed from the water and 
placed on the banks to drain off and 
dry. In this condition the roots are 
generally sold to the medicinal plant 
exporters who daily during the har- 
vest period of about two and one- 
half months truck the material to the 
big hot-air kilns. However, some of 
the farmers, possessing their own 
small kilns, dry some of their root 
material and store it for speculation 
purposes. 

Valerian roots are exported as: 

First: 
washed. (These go mostly to France). 


The entire root—fresh, 
Second: The entire root—washed 
and dried. 

Third: The dried root cut to about 
2 centimeters in size, or to about 3 
to 5 millimeters, according to the 
country of destination. Also pow- 
dered root. 

The yearly production of Belgian 
dried valerian root amounts to about 
300 tons. Prices undergo great vari- 
ations and are influenced by supply, 


Field of Valerian in Belgium 
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Cathedral in Mons, Belgium 


demand and speculation. The root 
is exported primarily to Germany, 
also to France, Austria, United 
States, England, Czechoslovakia, Po- 
land, etc. Because of its therapeutic 
properties, valerian root is used ex- 
tensively in extracts, infusions and 
powders and for the distillation of 
essential oil. 

The essential oil of valerian root 
develops only upon drying of the 
it 1s 


Carles** 


root. According to P. 
caused by the influence of an oxy- 
dase. For distillation of the oil, the 
European valerian roots have lately 
been replaced largely by Japanese 
root (Valeriana officinalis L., var. 
angustifolia Migq.). It is claimed that 
the Japanese root gives a yield of 4 
to 5 per cent, sometimes even more, 
whereas the European root contains 
much less essential oil. Otherwise 
there is no advantage in using the 
Japanese root because at the time of 
this writing the Belgian root is no 
higher in price than the Japanese 
root. Besides, the Belgian root has 
a much finer and more characteristic 
note. 

We obtained from dried Belgian 
valerian root an average of 0.4 per 
cent essential oil. Before distilla- 
tion the root must be roughly pow- 
dered. Because of the free valerianic 
acid originating probably from de- 
composition (saponification) of bor- 
nyl valerianate during distillation, 
the distillation water is very acid. 
Chemical and 
Physical Properties 

Gildemeister & Hoff- 
mann*® indicate for oils of valerian, 
in general, the properties shown in 
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Table IX. (It is possible that these 
figures refer mainly to Thuringian 
root material. ) 

Oils of our own distillation showed 
the properties given in Table X. 

The Japanese kesso root oil has a 
higher specific gravity and a higher 
optical rotation. Therefore, abnor- 
mally high gravity and rotation in 
European valerian oils indicate added 
Japanese oil. 


Chemical Constitution 


The chemistry of 
valerian root has been investigated 
mainly by G. Bruylants *° and lately 
The following con- 
stituents have been found: 


by Oliv iero a 


1—camphene 

l1—pinene 

1—borneol mostly esterified with 
formic, acetic, butyric and 
principally valeric acid 

terpineol 

a laevo- rotating sesquiterpene 
C.. Ba 

an alcohol C,. H,,, O 

an alcohol C,, H.,,, O.. 


lizing and strongly laevo- 


crystal- 


rotating. 
J. E. Gerock** believes that the oil 
contains 9.5 borneol esters of va- 
leric acid and about 1° borneol es- 


TABLE X 

I 
Specific Gravity dis°: . 0.953 
Optical Rotation ap: —6° 16’ 
Refractive Index np2° . 1.4960 
Acid Value: ‘ 25.4 
Saponification Value: . 74.7 


Solubility: 





Soluble in 0.5 volumes and more of 90% alcohol. 


ters each of the three remaining 
acids. 


Adulteration 


It is carried out with 
terpenes and synthetic esters corres- 
ponding to the natural esters present. 


Physiology 


Accordin g to 
L. Bonnin*’, the active principles of 
oil valerian are not valeric acid but 
the borneol esters of formic, acetic 
and valeric acid. 


Oil of Hops 
Humulus lupulus L. 


occurs in most of the temperate, 
northern countries. The wild growing 
plant prefers damp and shady loca- 
tions along the banks of rivers and 
streams. The cultivation of hops is 
an important part of agriculture in 
all of the beer-brewing countries, such 
as Germany, Czechoslovakia, Belgi- 
um, France (Alsace and Flanders). 
England (Kent and Sussex) and in 
the United States (California, Ore- 
gon and Washington) although the 
quality of American hops is not quite 
as highly esteemed as the choice 
brands of Bavarian or Bohemian 
hops. 

The cultivated plant requires fer- 
tile, but not too damp nor too heavy 
soil. The latter should be of an ar- 
gillaceous, calcareous nature. The 
cultivated plant also needs light, air, 
warmth and protection from wind. 


TABLE IX 


Specific Gravity dis°: 0.920 to 0.965 
Optical Rotation an: —8 to —I4° 
Refractive Index nnw°: 1.486 

Acid Number: 5 to 50 

Ester Number: 50 to 130 


Solubility: Not always soluble 
in 80% alcohol; sol- 
uble in 0.5 to 1.5 
volumes of 90%, al- 
cohol. Older oils are 
soluble, for instance, 
in 2 volumes and 
more of 80% alco- 
hol. 

" il IV Vv 
0.971 0.975 0.969 0.957 
—5° 20’ —4° 56’ —7° 40’ == 1’ 
1.5019 1.5121 1.5005 1.4870 
19.6 22.4 30.8 29.4 
55.1 54.1 64.4 114.8 
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The growing of hops is a highly 
specialized branch of agriculture and 
it is not our intention to go into de- 
tail on this complicated subject. 
There are several qualities of hops, 
the specifications depending u pon 
country of origin, proper care during 
cultivation, proper drying, preserva- 
tion and storing. In the following we 
shall confine ourselves to a short de- 
scription of the cultivation of Belgian 
hops since the latter, because of low- 
er cost, may be used for distillation 
purposes whereas the more expensive 
Bavarian and Bohemian hops almost 
exclusively are used in beer brewing. 

Because of the longevity of its root 
the plant is a perennial which climbs 
and twist around long poles or iron 
wires and reaches a height of eight, 
ten or even twelve meters. The plant 
is propagated by means of slips 
taken from the root of the plant and 
in March and April these are placed 
in the ground. Only the female stocks 
are cultivated because they alone bear 
cones or flowers. 

Two methods of planting are in 
use: 

(1) The plants grow around long 
poles. As protection against insects, 
the bark is stripped off and the poles 
treated with creosote. These poles 
are eight to twelve meters high and 
eight to ten centimeters thick. They 
are erected in rows two meters apart 
so that air and light may penetrate 
easily. Three to five stalks of hops 
climb around each pole. 

(2) Around galvanized iron wires, 
seven to eight meters high, in rows 
two meters apart. At each end of the 
row is a pole inclining towards the 
edge of the field. This is fastened to 
the ground by means of a tightly 
stretched wire running up to the top 
of the pole and then horizontally to 
the opposite pole, the distance from 
pole to pole being about ten meters. 
Between these outside poles are 
smaller. wooden, vertical poles, 1.4 
meters apart. From these, steel wires 
running vertically are attached at a 
height of seven to eight meters to the 
main horizontal wire. The smaller 
wooden poles are placed a little to 
the side of each group of three to five 
plants which, as they grow, twine 
around the vertical steel wires. Due 
to constant pressure of wind, these 
steel wires with the plants twining 
around them assume a slanting form. 

Plantations frequently are laid out 
at the edge of woods, especially 
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alongside high poplars as protection 
from strong winds which easily break 
the wires. The cultivation of hops 
is quite costly because of the neces- 
sity of purchasing poles, rods and 
wire and the labor involved. 

The harvest must be preceded by 
clear, dry weather and takes place 
from the beginning of September to 
October when the cones ripen by 
turning from green to a golden yel- 
low color. 


Harvesting of Hops 
From Wooden Poles 


First, the stalks are 
cut about | to 1.20 meters above the 
ground. Then the pole is pulled out 
of the ground with the aid of a lever 
and lowered to a horizontal position, 
after which the plants are removed 
from the poles and collected in small 
heaps. 


Harvesting of Hops 
From Steel Wires 


The wire is cut by 
strong shears attached to the end of 
a long stick and the plant is care- 
fully lowered. The material is then 
transported to the farm and stored in 
barns or under sheds. There, from 
early morning until late in the eve- 
ning, members of the family pick the 
hops by hand—cone for cone—and 
collect them in wicker baskets. 

It is indeed charming to see these 
good people—men, women, children 


and old folks 


working tirelessly, al- 





leviating the monotony of their work 
with songs or amusing stories. And 
on the last evening of the harvest, the 
planter usually re wards his little 
world of workers. 

Finally, the cones are dried in spe- 
cially constructed kilns, great care 
being taken that the temperature does 
not mount too high. Twenty to thir- 
ty-five degrees (20° to 35°) C. is 
considered the most suitable temper- 
ature, higher temperatures unfavor- 
ably affecting the quality, since the 
important flavor-containing resins 
and odoriferous principles are de- 
stroyed. Proper drying is one of the 
main factors in producing a high 
quality of hops. 

An expert worker can collect from 
25 to 30 kilos of fresh hops in a day. 
About 41% to 5 kilos yield one kilo 
of dried material, in which form it 
is shipped and used commercially. 

\ plantation may last twenty years 
but in order to remain profitable it 
sometimes is discontinued after eight 
to ten years. To assure a good yield. 
the plantation must always be well 
taken care of and fertilized. 

The plant is sensitive to sudden 
changes of temperature, to fogs and 
all kinds of insect pests and diseases 
caused by fungi which are combated 
by spraying with nicotine and quas- 
sia. Its most pernicious enemy for 
the past ten years has been the pseu- 
doperonospora, a parasitic and most 
destructive fungus occurring chiefly 
during damp and rainy years. As 
soon as it appears it is fought with 
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all kinds of special preparations. 

Hop plantations in Belgium com- 
prise about 900 hectares. The aver- 
age yearly production may be esti- 
mated at about 25,000 quintals (1 
quintal 110 pounds). 

Prices fluctuate greatly and depend 
to a large extent upon yearly pro- 
duction which varies considerably be- 
cause of the delicate nature of the 
plant. Price variations of from 250 
to 2,500 Belgian francs per quintal 
are not unusual. The value of hops 
depends on the beautiful appearance 
of the cones (greenish in Belgium, 
golden yellow in other countries of 
origin, etc.) and upon the aroma and 
content of lupulin. The color is the 
result of early or late harvesting; it 
turns from a green to a deep golden 
shade and according to these shades 
and the countries of origin, the vari- 
ous hops qualities are assorted. 

Commercial hops as used in large 
quantities in the brewing industry 
consist of the dried flowers or cones 
or female inflorescence aments (stro- 
hiles) of the plants. To prevent seed 
formation, male plants are not tol- 
erated in the plantations. The female 
cones contain the so-called “lupulin” 

a fine yellowish-b ro wn resinous 
powder consisting of hairy glands 
and containing the flavoring and 
odoriferous principles for which hops 
are employed. The quantity of lupulin 
produced in each cone amounts to 
about 15 to 18° of the weight of the 
dried cone. By shaking and lightly 
beating these dried cones, the pow- 
der may easily be removed and col- 
lected. Lupulin has been adopted in 
pharmacy and, therefore, is described 
in the pharmacopoeias of several 
countries. The quality of dried hops 
depends, first, upon the content of 
lupulin in the cones and, second, 
upon the content of secretive matter 
in the lupulin cells. The latter may 
be determined under the microscope, 
the former by breaking a few dried 
hops cones and scraping them gently 
across white paper. A clear line in- 
dicates a good content of powder; 
the lighter the color of the line, the 
fresher the hops and the better the 
quality. 

Lupulin contains mineral, waxy, 
albuminous, tannic, alkaloid and 
starchy matter which have no appar- 
ent relationship to the essential oil 
and, therefore, may be omitted from 
this study. Aside from these, hops 
contain resins, bitter acids and the 
essential oil. all of which seem to be 
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inter-related and therefore interest us. 
Three types of hop resins (x, 8 and 
y) have been classified so far, all 
three being of acid character and in- 
soluble in water. The z and £8 resins 
are soft resins and very important 
insofar as the value of hops in beer- 
brewing is concerned. The antiseptic 
properties of hops depend upon the 
content of these soft x and £ resins. 
The y resin, on the other hand, is a 
hard resin; it has no particular value 
and originates from resinification of 
the essential oil. Due to this very 
easy resinification of essential oil, 
old cones contain less oil and more 
inert y resin. Evidently fresh hops 
are more valuable than old. 

Both x and £ soft resins are re- 
lated to the so-called “hop bitter 
acids.” The latter are very unstable 
and by oxidation are transformed 
into soft x and B resins. For this rea- 
son, these “hop bitter acids” are 
named 2 and £ bitter acids. Both 
acids occur in hops cones, mostly in 
lupulin. 

The « hop bitter acid, called 
“humulon” by Lintner, has the em- 
pirical formula C,,, H,, O,;; melting 
C; soluble in all organic 
solvents, insoluble in water. Under 
the influence of air it resinifies into z 
resin. Alcoholic sodium solution 
splits humulon into a crystallized 
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non-resinifying acid of the formula 
C,. H,, O,, called humulinic acid by 
Lintner and Schnell. Its melting 
point is 92.5° C. 

The 8 bitter acid, called lupinic 
acid by Lintner, melts at 92 to 93° 
C. It can be obtained in crystallized 
form but upon prolonged standing, 
especially in solution, resinifies into 
B resin. Upon oxidation of lupinic 
acid, especially with potassium per- 
manganate, considerable quantities 
of valeric acid are obtained and it is 
for this reason that stored hops some- 
times have a decidedly rancid and 
cheesy character. Both bitter acids 
seem to be derivatives of olefinic ter- 
penes and, therefore, it is quite pos- 
sible that essential oil of hops upon 
prolonged standing also develops 
valeric acid. 


* Journ. de Pharm. et Chim. VI. 12 
(1900), 148. 

*=“Die Aetherischen Oecele”, Third Edi- 
tion, Volume III. 

* Berichte der Deutsch. 
XI (1878), 452. 

* Compt. rend. 117 (1893), 1096.—Bull. 
Soc. chim. Ul. XI (1894), 150.—Bull. Soc. 
chim. TIT 13 (1895), 917. 

* Jahresberichte {. Pharm. 1892, 445. 

* Pharmo-Medica 2 (1933), 60. 
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properties. However, the actual num- 
ber of persons who suffer a derma- 
titis from its application or that of 
any of the allied dyes is relatively 
very small. There is a distinction 
between dermatitis venenata and al- 
lergic reactions although it may be 
sophistry to insist on this distinction. 
One important point—lIf any cosmet- 
ic containing paraphenylenediamine 
must be labeled “Poison,” should a 
fur carrying this dye also be so la- 
beled? Fur dye dermatitis is at least 
equally prevalent to hair dye der- 
matitis and probably more so. Should 
workers in dye factories be denied 


? 


jobs? But because for the most part, 
men and women who have their hair 
dyed for economic reasons will do so 
regardless of labels, | suggest that 
paraphenelyenediamine and 
coal tars showing similar reactions be 
DISCLOSED ON THE LABELS; that a CAU- 
TION LABEL BE USED; and that a SEN- 
SITIVITY TEST BE DONE. Labels should 
warn against use on eyebrows and 


other 


eyelashes. 

Paratoluylenediamine. — Possesses 
practically the same qualities as par- 
aphenylenediamine, which see. 


Potassium chlorate. — Practically 
useless physiologically in mouth 
washes. There is a possibility of 
damage. Accordingly we believe it 


should be DISCLOSED ON THE LABEL 
with “CAUTION” notice. 
Phenol.—Phenol or carbolic acid 
is a poison internally. 
gerous externally because it benumbs 


It is also dan- 


the part and then acts as a caustic. 
Incidentally it is not a good cosmetic 
ingredient particularly in prepara- 
tions with fat bases. It SHOULD BE 
PROHIBITED. 

Potassium hydroxide——See Sodi- 
um hydroxide. 

Pyrogallol_—Reducing agent and 
irritant. If absorbed, it may be tox- 
ic. It is really a phenol and not an 
acid inspite of its misnomer, pyro- 
gallic acid. The literature shows 
several deaths ascribed to external 
application, and repeated abortion 
from its use in ointment form. Should 
be PROHIBITED. 

Pyrogallic acid.—See Pyrogallol. 

Radio-active salts. — Highly dan- 
gerous. Should be PROHIBITED. 


Resorcin.—Strong reducing agent. 
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allied to phenol in its action. Should 
be PROHIBITED IN COSMETICS in spite 
of its valuable properties which 
should be employed only under a 
physician’s direction. 

Salicylic acid.—Reducing agent. 
used in corn remedies. There is no 
apparent reason for considering sali- 
cylic acid as a poison, although when 
concentrated and used for long peri- 
ods and covered, its action is to lift 
off the thickened skin. If the indus- 
try could be taught to supply these 
drugs in low concentration and strict- 
ly for hygienic purposes, rather than 
as reducing agents in high concentra- 
tion with keratolytic effects, there 
would doubtless be less criticism of 
them by health authorities. I be- 
lieve that salicylic acid should be 
PROHIBITED IN CONCENTRATIONS 
GREATER THAN 2 PER CENT and that 
it should be DISCLOSED ON THE LABEL. 
at all times. 

Silver nitrate—lIt is a moot ques- 
tion whether any salt of silver can 
cause damage through absorption 
when applied to the hair or to the 
unbroken skin. The matter has been 
investigated and some authorities are 
convinced that reports of argyria 
from external application of silver 
nitrate hair dye are unwarranted. 
The general reaction that, if the chlo- 
ride of the salt is insoluble, it will 
do no damage, can be relied upon. 
Silver chloride is insoluble! Like- 
wise, the silver albuminate formed 
in the tissue if the skin is broken, is 
insoluble. Of course, this is entire- 
ly different from the caustic silver 
nitrate used in removing warts, etc. 
Silver nitrate should be DISCLOSED ON 
THE LABEL, 

Silver salts.—See Silver nitrate. 

Sodium hydroxide.—The hydrox- 
ides of ammonium, potassium and 
sodium can be used under two guis- 
es. If used alone and unmodified by 
other ingredients as a caustic stick or 
caustic paste (ill advisedly used 
years ago in fake cancer cures) 
there is no question that they should 
be PROHIBITED. But when they are in 
great dilution as in cuticle removers, 
there should be no objection to their 
use. PROHIBIT CONCENTRATIONS 
GREATER THAN ONE PER CENT and 
DISCLOSE ON THE LABEL if present in 
their original state, would seem to be 
a safe rule. If these alkalis are 
used in saponification in soaps and 
creams, there is no need for disclos- 
ure, provided the free alkali concen- 
tration is no greater than one per 
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cent. DISCLOSE AND LABEL “FREE 
CAUSTIC ALKALI” in concentrations 
up to one per cent. PROHIBIT ALL 
HIGHER CONCENTRATIONS. See U. S. 
Caustic Poison Act, for regulations. 

Sodium sulfide—Reducing agent 
and depilatory. Possibility of in- 
jury. Should be pIscLOsED ON THE 
LABEL WITH “POISON” NOTICE. 

Strontium Sulfide——Same remarks 
as Sodium sulfide. which see. 

Sulfur dyes.—Sulfur itself is harm- 
less. Other ingredients should be 
DISCLOSED. 


SUMMARY 








Same comment as 


Sulfuric acid. 
for nitric acid, which see. 

Thallium and its salts —Highly 
Have no place in cos- 
metics. Should be PROHIBITED. 

Tin.—It is questionable whether 


dangerous. 


tin has ever been used in cosmetics. 
Certain salts are valuable. The ox- 
ide is generally regarded as having 
a definitely antagonistic action to 
staphylococci. Tin oxide has had its 
day as an ingredient of dry nail pol- 
ishes and is still used in these prepa- 


rations. It is inert. 


In the opinion of the author the following ingredients should be 


PROHIBITED in cosmetics: 


Acetic acid, glacial (unless diluted to about 6 per cent) 


Alcohol (methyl or wood) 


Alkaloids (cocaine, alpha and beta eucaine, salts of opium and other narcotic 


alkaloids) 


Ammonium hydroxide in concentrations higher than one per cent 
Arsenic trioxide and other similar salts of arsenic 


Cadmium and its salts 
Carbolic acid (phenol) 
Chromium and its salts 
Cobalt and its salts 


Hydroxides (ammonium, potassium and sodium in concentrations higher than one 


per cent) 
Mercury (all soluble salts) 
Nitric acid (concentrated) 
Nitrobenzene 
Opium and its salts 
Oxalic acid 
Phenol (carbolic acid) 


Potassium hydroxide (concentrations higher than one per cent) 


Pyrogallol (pyrogallic acid) 
Radio-active salts 
Resorcin 


Salicylic acid (concentrations above 2 per cent) 


Sulfuric acid (concentrated) 
Thallium and its salts. 


The following ingredients should be DISCLOSED ON THE LABEL, some 
with “Poison” or “CAUTION” notice: 


Alcohol, ethyl 
Alcohol, isopropyl 


Ammonium hydroxide (concentrations of less than one per cent) 


Antimony and its salts 


Barium sulfide and other soluble salts of barium "Poison" 


Calcium sulfide "Poison" 
Cantharides ‘Poison" 


Chloral hydrate (Need not be disclosed but should have “External Use" label.) 


Chloroform 
Copper chloride 


Copper sulfate (concentrations greater than 4 per cent) ‘Poison 


Creosote "Caution" 

Ether 

Hydrochloric acid (dilute) 
Hypochlorous acid 
Mercury salts (insoluble} 
Lead salts 

Nickel and its salts 

Nitric acid (dilute) 


Paraphenylenediamine "Caution" (Make sensitivity test) 
Paratoluylenediamine "Caution" (Make sensitivity test) 


Potassium chlorate "Caution" 


Potassium hydroxide (concentrations of less than one per cent) 
Salicylic acid (concentrations of less than 2 per cent) 


Silver nitrate 
Sodium sulfide 'Poison" 


Sodium hydroxide (concentrations of less than one per cent) 


Strontium sulfide “Poison” 


Sulfur dyes (disclose other ingredients) 
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New York Foreign 
Trade Zone to Open 


Foreign Trade Zone 
No. 1. organized along the well known 
“free port” lines began operations 
February l. It is located on Staten 
Island. New York City. Merchan- 
dise can be stored and processed in 
the “zone” free from Customs re- 
strictions and from the payment of 
duties. The policy will be to estab- 
lish such zones in leading ports of 
the country, but it is believed that 
their establishment will be restricted 
until the results of the first experi- 
ment in New York can be deter- 


mined. 


Changes in Pfaudler 
Sales Dept. 


The Pfaudler Co.. 
Rochester. New York, has recently 
made some important changes in its 
sales department. J. J. Hickey, who 
has been one of 
t h e company’s 
sales representa- 


tives in New 
York City for 


many years, is @& 


t 
be 


now manager of 
the New York of- 
fice with head- 
quarters at 330 
W. 42nd St. 

H. I. Edwards, 


wh o formerly 





Mr. Edwards 


Mr. Hickey 


represented the company in the state 
of Michigan for several years, has 
been transferred to the New York of- 
fice, and P. A. Laird, formerly of the 
Rochester office, has taken over rep- 
resentation of the company in the 
Michigan state territory. 
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Powell Addresses 
Drug Section 


Harford Powel, for- 
mer editor of Colliers and V ogue and 
now in the advertising agency busi- 
ness with the firm of Kimball, Hub- 
bard & Powel, New York, was the 
speaker at the January luncheon 
of the Drug, Chemical and Allied 
Trades Section of the New York 
Board of Trade, Inc. Mr. Powel dis- 
cussed current cosmetic and drug ad- 
vertising making the point that much 
of it defeated its own purpose by the 
incredibility of the claims advanced. 
He advocated that factual statements 
replace some of the highly colorful 
claims now being made and predict- 
ed that the brave manufacturer who 
first adopted this course would be 
surprised at the effectiveness of his 
advertising. 

As a reason for much of the poor 
advertising work done by the indus- 
try, Mr. Powel advanced carelessness 
on the part of the manufacturer who 
was inclined to accept almost any sort 
of copy offered him by his agency and 
the calibre of the agency people who 
actually prepare most of the cosmetic 
and drug copy. 

The speaker was introduced by S. 
L. Mayham, editor of The American 
Perfumer, and the meeting was con- 
ducted by Joseph A. Huisking, chair- 
man of the section. 


Yardley & Co. Adding 
to Union City Plant 


Yardley & Co., Ltd., 
has let the contract for a large addi- 
tion to its plant at Union City, N. J.. 
and the new unit will be completed 
by the end of May. 
four story and basement concrete ad- 
dition 80 by 80 feet and will cost 


It consists of a 


about $95,000 according to engineers 
who planned the unit and will super- 
vise construction. 


American Beauty 
Moves to New York 


The American Beau- 
ty Nail Polish Co., Inc. has moved 
from Hoboken, N. J. to 141 West 
17th St., New York, N. Y. 








J. M. Wolff, direc- 


tor of manufacturing of Fredrick 
Stearns & Co., Detroit, has been elect- 
ed president of the Allied Drug & 


Cosmetic Asso- 
ciation of Michi- 
gan, for the com- 
ing year. 

Mr. Wolff has 
been active in the 
four year old as- 
sociation for the 
past two 
last year serving 


years, 


as vice-president. 
A graduate of 


Mr. Welt the University of 





Mr. Carlisle Mr. de Navarre 


Michigan, with the degrees Ph.C. and 
B.S., he became associated with Fred- 
rick Stearns in the chemical depart- 
ment as an analyst, about 25 years 
ago. He is an ardent golfer, and 
likes to be called “Joe”. 

Other officers elected are: G. Car- 
lisle, C. E. Jamieson Co., vice-presi- 
dent, and M. G. de Navarre, secre- 
tary-treasurer. Retiring president A. 
R. Vicary, Mark W. Allen Co., C. E. 
Jamieson, C. E. Jamieson Co. and O. 
Wegner, Nelson Baker Co. were elect- 
ed to the executive committee. Wil- 
bur Elliott, Elliott Sales Service is 
chairman of the entertainment com- 
mittee, and Karl Senff, Fredk Stearns, 
chairman of membership committee. 


Brooks Heads N. Y. 
World’s Fair Unit 
H. ca Brooks of 


Coty, Inc., president of the Toilet 
Goods Association has been appoint- 
ed chairman of the toilet goods divi- 
sion for the sale of bonds for the 
forthcoming World’s Fair in New 
York. William Watt of the Liggett 
organization will head an organiza- 
tion for work in the drug field. The 
fair will open in the Spring of 1939. 
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MM&R Holds Three 
Day Sales Meeting 


The entire staff of 


salesmen of Magnus, Mabee & Rey- 
nard Inc., from every section of the 
country was present for a general 
sales meeting at the main offices in 
New York, early in January. The 
meeting started with welcoming talks 
by Perey C. Magnus, president and 
W. F. Fischer, sales manager and 
was followed by a discussion of per- 
fume oils, one of the divisions of the 
MM&R organization which showed 
a tremendous gain in 1936. After 
luncheon at the Drug & Chemical 
Club, Walter Cooper, one of the 
MMS&R technical experts, read a pa- 
per on balsams that traced the his- 
tory, gathering, refining, and use of 
balsam in great detail. 

Advertising plans for 1937 were 
outlined in detail by Sidney Matthew 
Weiss, advertising agency account ex- 
ecutive. Increased appropriations and 
details of the most vigorous advertis- 
ing program in MM&R history were 
shown to the assembled group. 
Grasse oils and the more important 
essential oils were subject of talks 
by A. H. Downey, head chemist and 
members of his staff. Foreign mar- 
kets were analyzed and the growth of 
MM&R_ export business were dis- 
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cussed by F. G. Robin, MM&R _ for- 
eign market expert. The highlight 
of the third day of the meeting was a 
talk by Dr. A. R. Bliss, Jr., dean of 
Howard College School of Phar- 
macy, Birmingham. 

The three day session was conclud- 
ed by a banquet for the entire staff 
and salesmen of the MM&R organi- 
zation. P. C. 
address forecast, “A year of increas- 


Magnus, in a closing 


ing prosperity for American indus- 
ot 4 
try. 


Elizabeth Arden Opens 
New Gymnasium 

To celebrate the 
opening of her new gymnasium, Eliz- 
abeth Arden gave a tea for the press 
late last month. This attractive gym- 
nasium on the seventh floor of the 
building at 691 Fifth Ave., New 
York, was inspired by Georgia 
O’Keefe’s picture “The Miracle Flow- 
er,” which is on display in the room. 
It is a fascinating picture of white 
lilies with green foliage, creating a 
spirit of freshness and cleanliness, 
from which the decorative scheme of 
Yellow walls, 
white organdy curtains with over- 
drapes of a sturdy, nubby, white cot- 
ton novelty, white leather covered 
chromium benches, modernistic mir- 


the room was keyed. 
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Magnus Mabee & Reynard Sales Group; Company Executives at Head Table with P. C. Magnus, president, in center 





rors and great alabaster Grecian urns 
create an ideal setting for the pursuit 
of beauty. 

The program was very entertain- 
ing, and in harmony with the pur- 
pose of the gymnasium. First, three 
girls demonstrated faulty postures 
and how they may be corrected by 
the proper exercises. This was fol- 
lowed by an amusing performance of 
seven white poodles going through 
their tricks, and two charming dances 
interpreting two of Elizabeth Arden’s 
popular perfumes, “Blue Grass” and 
“Night and Day.” The program 
closed with a Spring and Summer 
Fashion Show, in which the models 
wore the harmonizing make-ups spon- 


sored by Miss Arden. 


Dr. Hutcheson Now Heads 
Marianne Laboratories 


Marianne Laborato- 
ries, Charlotte. N. C.. is now under 
the direction of Dr. T. C. Hutcheson 
who is manufacturing toilet prepara- 
tions and cosmetics which are sold 
on a premium basis. The company 
is a part of the J. Schoenith enter- 
prises. In addition to a line of cos- 
metics, Dr. Hutcheson is manufactur- 
ing for ecclesiastcial purposes holy 
oil compounded from formulas found 
in the Bible. 






81 





Givaudan Delawanna Sales Staff, 


Cutasy Labs. 
Holds Demonstration 


The Cutasy Labora- 
tories, Inc., New York, gave a tea and 
cocktail party last month at which it 
held a demonstration of the “Pomay™ 
system of weight reduction. The com- 
pany claims that its “Pomay” cream 
induces copious perspiration, there- 
by reducing weight without exercise 
or special diet, and with only a mod- 
erate amount of heat, much less than 
is usually necessary for comparable 
perspiration in electric baths, Turk- 
ish baths, hot water baths, or out- 
doors under a hot sun. 

The demonstration was given on 
a man and a woman and was indeed 
very interesting. The treatment con- 
sists of rubbing the cream all over 
the body and then applying the nec- 
essary heat to induce perspiration. 
This may be done by soaking in a 
hot bath for about ten minutes or sit- 
ting in an electric cabinet for about 
twenty minutes. In the latter case, it 
is necessary to regulate the temper- 
ature. The models were then wrapped 
in blankets and put into bed, where 
they rested for about a half hour 
perspiring continually. 
is removed with a bath towel and 


The cream 


should be followed by a tepid show- 
er or tub bath. 


Wayne University’s 
Cosmetic Courses 

The College of Phar- 
macy of Wayne University, Detroit, 
offers a course in cosmetic manufac- 


ture, the first of its kind in the Mid- 


west. Classes will begin on February 
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Dr. E. C. Kunz, Center of Head Table 


13 and will be held once a week, on 
Saturday mornings from 9 A. M. un- 
til 12 noon. Students will be given a 
complete instruction in actual labora- 
tory work. A miniature manufactur- 
ing unit is being set up duplicating 
actual factory practice. Students will 
also be given direction sheets and 
formulas at each class meeting, for 
manufacturing certain specific cos- 
metics, and will be graded on the ap- 
pearance and usefulness of the prod- 
ucts they make. 

The cosmetic manufacturing course 
will include the most recent innova- 
tions; the more useful of the trade 
marked proprietary materials will be 
used. Every formula will be com- 
pletely workable and useful. If time 
permits, students will be given a 
chance to actually make perfumes. 
All formulas remain the property of 
the student and will be worth many 
times the cost of the tuition. The 
course gives no college credit and ac- 
cordingly, any student interested is 
eligible, regardless of past schooling. 

The class is under the direction of 
Maison G. de Navarre. 


Bopf & Whittam Corp. 
Buys Plant Site 


Bopf & Whittam 
Corp., Westfield, N. J., has purchased 
a two-acre site for a modern factory 
for the manufacture of lanolin in Lin- 
den, N. J. The plot has a frontage of 
131 feet and is on the main line of 
the Pennsylvania R.R. A factory with 
the latest equipment is being erected. 
The site of the new plant is opposite 
that of General Motors. 


Givaudan Holds 
Sales Convention 


Givaudan-Delewanna, 
Inc. held its annual sales meeting at 
the New York offices. Representa- 
tives were present from all parts of 
the country. Dr. Eric C. Kunz, vice- 
president and _ executive 
opened the meeting with a speech of 


manager, 


welcome, and expressed his appre- 
ciation for the fine cooperation, and 
enthusiasm displayed throughout the 
organization in the various depart- 
ments. He pointed out that during the 
year 1936 the company made ex- 
ceptional progress, and particularly 
stressed his optimism in regard to 
business in general for 1937. 

New products and developments of 
the company were discussed for the 
next few days, after which the sales 
representatives were conducted on a 
personal tour of the factory at Dela- 
wanna, N. J., by Dr. M. Szamatolski, 
factory supervisor. The meeting was 
brought to a close with a dinner held 
in the Hotel Brevoort, attended by the 
sales representatives, and executives 
of the company. 


No Drug Shortage 
Hopkins Declares 


Commenting en cur- 
rent reports that unsettled world con- 
ditions had caused and will cause se- 
rious shortages of many crude drugs, 
especially those coming from Spain 
and China, Jesse L. Hopkins, dean of 
the crude drug trade and president 
of J. L. Hopkins & Co., New York, 
indicated that such shortages were 
largely imaginary. Mr. Hopkins said 
that shipments were coming forward 
regularly from all parts of the world 
and that current advancing prices 
were due to increased activity both 
here and abroad. He advised buyers 
not to anticipate their requirements 
heavily, stating that supplies would 
be adequate although supply and de- 
mand might bring moderately ad- 
vancing prices. 

Celebrating the company’s 47th an- 
niversary, employees gave Mr. Hop- 
kins a surprise dinner at the Drug & 
Chemical Club, New York, January 
13. The affair was arranged by Wal- 
ter Bott, purchasing agent and came 
as a complete surprise to the founder 
who had been asked to come to the 
club “to attend an important meet- 
ing.” Mr. Hopkins and Joseph A. 
Huisking made brief talks in remin- 
iscent vein. 
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John Orr Products 
in New Quarters 


John Orr Products. 
accounting and laboratory division of 
Corcoran, Inc., New York, has moved 
from 285 Madison Ave., to the sixth 
floor of the building at 105 East 
29th St. The new quarters were oc- 
cupied January 1, 
nouncement by David O. Pendleton, 
secretary of the company. 


according to an- 


Spooner, Inc. Names 
Parentini Manager 


Spooner, Inc.. New 
York, has promoted Joseph Parentini 
to the position of general manager 
and production director. Mr. Paren- 
tini, who has been associated with the 
company for the last year, has creat- 
ed and developed a number of new 
products and packages which have 
met with marked success. 


Ehrlich Joins 
Warner Jewelry Case Co. 


Richard G. Ehrlich 
who is well known in the toilet prep- 
arations and _ allied 
joined the Warner Jewelry Case Co.., 
Buffalo, as eastern sales representa- 
tive with offices and display rooms 
at 11 West 42nd St., New York, N. Y. 
Mr. Ehrlich was with the late Richard 
Hudnut for 13 years after which he 


industries, has 





R. G. Ehrlich 


R. J. Warner 


specialized in packaging, in which 
field he has been successfully en- 
gaged for the past 20 years. During 
this time he has made notable prog- 
ress and has been identified with a 
number of outstanding successes in 
packaging. 

The Warner Jewelry Case Co. was 
founded 32 years ago by the late Ed- 
ward Warner and Rudolph J. War- 
ner, who is now president of the 
company. With R. J. Warner in the 
management of the company are as- 
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Arthur 
Since it has been in 


sociated Jerome Warner and 
B. Warner. 
business the company has earned an 
enviable reputation as manufactur- 
ers of boxes for the jewelry trade: 
and it is now making its service 
available to manufacturers of toilet 
allied 
lines. The company occupies its own 
four story building at 642-648 Mich- 
Buffalo, 
pletely equipped for manufacturing 
boxes of paper. metal and 
plastic materials. 


preparations, perfumes and 


igan Ave., which is com- 


wood. 


Dietrich Promoted 
by Mennen Co. 


F. S. Dietrich fo1 
several years associated with the 
Mennen Co., Newark, N. J. and re- 
cently its director of advertising and 
sales promotion, has been advanced 
to a newly created position of mer- 
chandising manager. Mr. Dietrich has 
with the 
company. His plans include a con- 


made an enviable record 
siderable expansion of Mennen ad- 


vertising during the coming year. 


St. Denis Consolidates 
Offices and Showroom 


Parfumerie St. Den- 
is, New York, whose showroom was 
located at 452 Fifth Ave., has leased 
additional space in this building in 
order to consolidate its offices and 
The new quarters are 
very attractively furnished and will 
greatly facilitate the company’s ser- 


The factory 


oO 
oO 


showrooms. 


vice to its customers. 
remains at the old location at 


E. 21st St. 


Tarsaidze Resigns 
From Matchabelli 


Alexander Tar- 
saidze, sales promotion manager and 
formerly an officer and director of 
Prince Matchabelli Perfumery Co.. 
Inc., has resigned effective February 
l. Mr. Tarasaidze expects to have 
an interesting announcement regard- 
ing his plans in the near future. 


Goldschmidt Appoints 
Canadian Representative 


Th. Goldschmidt 
Corp., New York, has appointed the 
Looser Chemical Co., Toronto, as its 
agent in the Dominion of Canada. 
The Looser company which is located 
at 64 Wellington St., West, is well 
known in the consuming industries. 


Goby Visiting 
Tombarel Products 

Francois Goby. di- 
of 3 A. Fréres. 


Grasse, France, arrived January 7 on 


rector Tombarel 
the LaFayette to visit the new organ- 
ization of Tombarel Products Corp.., 
of which L. J. Zollinger is president 


and general manager. His brother. 





F. Goby 


L. J. Zollinger 


Jean Goby, who is a graduate chem- 
ist from Lyon University, France and 
who has been working in the labo- 
ratories of the company for years, 
arrived on the Paris February 3 to 
cooperate with the new organization 
in setting up its laboratories here. 

Jean Goby was here in 1924 when 
he spent six months studying Amer- 
ican methods. Since then he has been 
in Grasse devoting his time to re- 


search work on essential oils and 
perfumes for all purposes. It is his 
intention to remain in the United 


States for sometime to familiarize 
himself more completely with the re- 
quirements of the trade and bridge 
the gap between the American con- 
cern and the Grasse house. 

Francois Goby is well known in 
the United States as he has made 
trips here annually for the last 15 
years. Mr. Zollinger is also well 
known through his many years of 
association with the trade. 


Bayne Re-enters 
Cosmetic Business 


C. William Bayne 
formerly head of the Dr. Bayne Lab- 
oratories has re-entered the cosmetic 
business and will manufacture a 
complete line of toilet preparations 
at Nice, Calif. Mr. Bayne who is well 
known on the Coast sold his former 
business in 1927 and retired on ac- 
count of ill health. His many friends 
in the industry will be pleased to 
welcome him back after a ten year 
absence. 
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Many Plants Hit 
By Flood Waters 


The disastrous flood 
in the Ohio Valley late in January 
caused serious water damage to a 
number of plants of leading com- 
panies in the industry. Among the 


plants swept by the flood waters 


were the Ivorydale plant of Procter 


& Gamble Co., and several glycerine 
plants in the vicinity, the Colgate- 
Palmolive-Peet Co., plant at Jeffer- 
sonville, Ind., and the plants of the 
Andrew Jergens Co., American Prod- 
ucts Co., Hunnewell Soap Co. and 
DuBois Cincinnati. 
Among the plants reported as not 


Soap Co., in 


reached by the flood waters were the 
St. Bernard plant of Procter & 
Gamble and those of M. Werk Co.., 
and Fischer’s Surfa-Saver, Inc. How- 
ever, production in these plants was 
interrupted by lack of essential ser- 
vices such as power, light and trans- 
portation, 

The Soap & Glycerine Producers 
Association is recommending to mem- 
bers a standard practice regarding 
the return of flood damaged goods 
from wholesale and retail distribu- 
tors. This is to replace such goods 
as are actually returned to the man- 
ufacturer at dealers’ expense as a 
maximum adjustment. 


Plans Maturing for 
Drug Trade Dinner 


More than _ 1,000 
reservations have already been re- 
ceived by the committee handling 
tickets and seating for the annual 
Drug Trade Dinner. First announce- 
ments had hardly gone out before 
there was a flood of reservations and 
the affair promises to be larger even 
than last year’s record gathering. 
The dinner will be held March 4 at 
the Waldorf-Astoria Hotel in New 
York. 

R. D. Keim, 


speakers’ committee was not able to 


chairman of the 


ADVERTISING 


NAME AND ADDRESS 
Louangel Corp., New York 


Lovely Lady, Inc., Chicago, Ill. 
Parfums d'Orsay, New York 
Raquel, Inc., New York. 


Vitamint Corp., Boston, Mass. 
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PRODUCT 
Shaving Stick 


. Cosmetics 
. Perfumes 
. Perfumes 


Skin Lotion 


report the name of the principal 
speaker as this was written but prom- 
ises a figure of national importance. 
The reception committee has been 
working hard on plans for accom- 
modating the record number of 
guests and it is expected that mem- 
bers of the industry from all parts of 
Chair- 
man Huisking of the Drug Chemical 
and Allied Trades Section, sponsor- 


the country will be present. 


ing the dinner has announced that it 
will begin sharply on time at 7:30 
P. M. A reception beginning at 6:30 
will precede the dinner. 


Dedrick Heads Eastern 
Office of Albert Verley, Inc. 


The association of 
L. J. Zollinger for the past five years 
as vice-president and manager of the 
New York office of Albert Verley, 
Inc., has termin- 
ated, and Mr. 
Zollinger wil | 
hereafter devote 
his entire time to 
the products of 
Tombarel Fréres 
in which he has 
specialized dur- 
ing that associa- 
tion. 

A new 
pany has_ been 
organized in New York under the 
name of Tombarel Products Corp. 
with Mr. Zollinger as president and 
general manager, and this corpora- 


Mr. Dedrick com- 


tion will act as the exclusive repre- 
sentative for the sales of the products 
of Tombarel Fréres of 
France; and, it is announced, will 


Grasse, 


also manufacture and deal in a gen- 
eral line of materials for perfume, 
soap, and cosmetic manufacturers. 
The new company has also acquired 
the business, good-will, and_trade- 
mark of Robert Fréres of Grasse, 
France, for the United States of 
America, Canada and Cuba. 
Tombarel Products Corp. has tak- 


AGENCY CHANGES 


NEW AGENCY 


. The Advertising Guild, Inc., 
New York 

. Kirtland-Engel Co., 
Chicago, Ill. 

. Federal Advertising Agency, Inc., 
New York 

. The Alfred Rooney Co., Inc., 
New York 

. Jay Rogers, New York 


en quarters at 9-11 East 19th St., 
New York. 

Arrangements have been made be- 
tween Tombarel Fréres, the Tom- 
barel Products Corp. and Albert 
Verley, Inc., for the latter to contin- 
ue to supply certain of its customers 
with products of Tombarel Fréres as 
in the past. 

A. J. Dedrick, who has been asso- 
ciated with Albert Verley, Inc., for 
the past seven years has been ap- 
pointed to the position of manager 
of the Verley New York office and 
will remain in charge to serve their 
many friends in the East. 

Albert Verley, Inc., announces the 
removal of its Chicago office to a 
new home at 1621-23 Carroll Ave., 
Chicago. where increased facilities 
will make it possible to expand its 
position in the field of perfume com- 
positions, as well as rare and spe- 
cial chemical aromatics in which this 
house has achieved outstanding 
success. Subsequent releases from 
the house of Albert Verley, Inc., will 
reveal more detailed facts of the 
new plant and quarters and added 
facilities to serve the trade. 


Egan New Head of 
Marie Earle and Rallet 


Harold J. Egan has 
been appointed manager of Marie 
Earle, Inc., and the Rallet Corp., 
New York, both subsidiaries of Coty, 
Inc. Mr. Egan has been connected 
with the Coty organization for 25 
years and recently has been assistant 
sales manager of the company. 


Frank Revson 

F rank _ Revson, 
father of R. F. Revson of R. F. Rev- 
son Co., New York, died at his home 
in Atlanta, Ga., January 22 at the 
age of 79. 


Mass. Hairdressers 
Annual Exhibit 


Many interesting ad- 
dresses, new styles, and new products 
featured the 1937 Trade and Style 
Show of the Mass. State Hairdress- 
ers’ and Cosmetologists’ Association 
in cooperation with the Ladies’ Hair- 
dressers’ Association of New Eng- 
land. The show, held Jan. 25-26-27 
at the Hotel Statler, Boston, attracted 
a large attendance. 

The group paid tribute to M. Mar- 
(Continued on page 107) 
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Robert Read 
Robert Read, chief 


chemist for van Ameringen-Haebler, 
Inc., New York, died January 12 at 
his home in Elizabeth, N. J. Mr. Read 
was born in London, England, 68 
years ago and had been a resident 
of Elizabeth for more than 25 years. 
Surviving are his widow, five sons 
and a daughter. 


D. H. McConnell, Sr. 
D. H. McConnell, 


Sr., founder and president of Allied 
Products, Inc., New York, died at his 
home in Suffern, N. Y., January 20 
at the age of 78. 
Allied Products, 
Inc., dates from 
1931 but its pre- 
decessor, Cali- 
fornia Perfume 
Co., now operat- 
ed as a subsidi- 
ary was founded 
by Mr. McCon- 
nell in 1886. At 
the outset it oc- 
cupied a 
room office at 126 Chambers St., New 
York City, and was organized to dis- 
tribute its products directly to the 
consumer. 


D. H. McConnell 
one 


Its first number was a 
set consisting of two bottles of per- 
fume and an atomizer. 

From the start the business pros- 
pered and new items were constantly 
added to the line and additional sales 
representatives employed. In_ the 
early nineties the company moved to 
larger quarters at 31 Park Pl., New 
York and in 1900, the first labora- 
tories were established at Suffern, 
N. Y. Continued expansion has been 
the rule of the company and in addi- 
tion to the business of California Per- 
fume Co., Allied Products, Inc., now 
controls Hinze Ambrosia and Ameri- 
can Perfumers Laboratories, Inc. 

Mr. McConnell was active for 
many years in the industry’s associ- 
ation work and was for many years a 
member of the executive board and 
for some years an officer of the Man- 
ufacturing Perfumers Association, 
later known as the American Manu- 
facturers of Toilet Articles. He was 
chairman of the board and president 
of the Suffern National Bank & Trust 
Co., an organizer of the Suffern Na- 
tional Bank and treasurer of G. W. 
Carnrick & Co., Newark, manufac- 
turers of pharmaceutical specialties. 

€ was a member of the Union 
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League Club of New York; the Hou- 
venkopf Country Club, Arcola Coun- 
try Club, and Ormond Beach Coun- 
try Club. 

Funeral services were held in Suf- 
fern, January 22, with burial in Air- 
mont Cemetery. Surviving are his 
widow, a son, D. H. McConnell, Jr., 
and two daughters, Mrs. W. Van 
Allen Clark of Suffern and Mrs. E. 
Hall Faile of Westport, Conn. 


William Webb Davis 

William Webb Davis, 
for 56 years a salesman for Jas. A. 
Webb & Son, New York, a division 
of the U. S. Industrial Alcohol Co.. 
died at his home in Madison, N. J.. 


January 12 at the age of 75. Mr. 
Davis was born in New York and en- 
tered the employ of the company in 
1878 continuing in active service as 
a salesman until 1934 when he re- 
tired. He leaves his widow, Mrs. 
Julia Sniffen Davis. 


James L. M. Hathaway 


James L. M. Hath- 
away, secretary and treasurer of the 
Thomas Gill Soap Co., Brooklyn, 
N. Y., died January 24 at his home 
in Elmhurst, L. I. Mr. Hathaway 
was 72 years old. He leaves a son, 
James L. M. Hathaway, Jr., and two 
daughters, Dorothy and Maria, of 
Elmhurst. 


SUPPLIERS’ HELPS FOR MANUFACTURERS 


Copies of any of the material men- 
tioned in this section may be had 
from The American Perfumer 
unless otherwise stated. Simply 
send a postal card to Suppliers’ 
Helps, The American Perfumer, 
9 East 58th Street, New York City. 


_] INNIS, SPEIDEN & Co., NEw YorK. 
“Isco News.” 

The current issue, in addition to a 
price list of the company’s products 
contains special information regard- 
ing a number of items among them 
zinc oxide, stearic acid, waxes and 
gums for the cosmetics industry. 


[]KimsBte Gtass Co., VINELAND, 
V. J. Photograph of “Packer Scalp- 
tone” Package. 

The company has sent us a fine pho- 
tograph of this well known package 
showing how a Kimble vial has been 
effectively employed in improving 
the utility of the package. The vial 
is a part of the closure and contains 
oil to be mixed with the product when 
used on dry scalps. (Photograph not 
available for distribution. ) 


|] PHoentx Metat Cap Co., Cut- 
caco. “Phoenix Flame.” 

This is the finest house magazine 
which passes over our desk. It is a 
pleasure to read and would be fun to 
look at even if we couldn't read. The 
current issue has a fine air view of 
Manhattan Island and a grand story 


called “Voice of the City.” 


Macnus MaBee & Reynarp, INc., 
New York. “The House of Uni- 
formity.” 

A novel and interesting circular in 
the form of a pad with each succeed- 
ing page longer than the one before 
it. Views of the company’s offices and 
laboratories are shown down the left 
margin and each leaf contains a de- 
scription of a leading specialty sold 


under the MM&R label. 


[] Dopvce & Otcort Co., NEw 
YorK. Reference and Price List. 
This is the company’s wholesale price 
list of essential oils, flavors, oleo- 
resins, vanilla, aromatic chemicals 
and specialties for the perfume, soap. 
cosmetic and allied industries. In- 
cluded are listings of the natural 
flower oils of J. Mero & Boyveau, 
Grasse, France, and the synthetics of 
Fabriques de Laire, Paris. 


] GOVERNMENT SOAP Factory, 

BANGALORE, IN D1 A. Sandalwood 
Plaque. 
This handsome souvenir consists of 
a sandalwood plaque and base with 
the figure of an Indian goddess beau- 
tifully carved in relief. It is issued 
as a memento of a very successful 
year of operation. (Souvenir not 
available for distribution. ) 


Several requests for copies of 
these circulars have been received 
without the name and address of the 
sender. Please be sure to sign your 
name and address when making these 
requests. 





CANADIAN NEWS and NOTES 


W. J. Bush & Co. (Canada) 
Celebrates 25th Year 


At a banquet at the 
Queen’s Hotel in Montreal, January 
13, the director and staff of W. J. 
Bush & Co. (Canada) Ltd., celebrated 
the 25th anniversary of the organiza- 
tion of that branch of the Bush en- 
terprises. Montgomery St. Alphonse, 
vice-president of the Canadian com- 
pany and a grandson of the late Wil- 
liam John Bush, founder of the par- 
ent company presided, and after a 
brief address of welcome introduced 
the speakers who responded to toasts 
as follows: “Our Parent Company,” 
Pierre U. Forest; response by F. C. 
Breeze, a director of the Canadian 
company; a valedictory by Mr. St. 
Alphonse on the retirement of T. E. 


Beazley; “Our Affiliated Companies” 
by the vice-president, response by R. 
Righton Webb, treasurer of W. J. 
Bush & Co., Inc., New York. 

A very pleasant feature of the eve- 
ning was the presentation to Mr. 
Beazley of a set of golf clubs and a 
set of pipes on behalf of the directors 
and the staff. 
with the Canadian house as factory 
superintendent since its organization 
and prior to that was connected for 
fifteen years with the parent com- 
pany in London. 


He has been associated 


Wicklum to 
Handle Stearns Line 


Earl Wicklum has 
taken over the Niagara Peninsula ter- 
ritory of Frederick Stearns & Co.., 


Ltd.., 


Strong. 


Windsor, succeeding R. E. 

Mr. Wicklum has been with 
Frederick Stearns for the past sev- 
eral years, latterly in charge of the 
Toronto territory. 


McGillivray Adds 
to Sales Staff 


The addition of 
three men to their sales staff has re- 
cently been announced by McGilliv- 
ray Bros. Ltd. Chas. 
Riley and A. A. Charlebois, both 
formerly with Bromo Seltzer Ltd., 
Toronto, have joined the McGilliv- 
ray sales force following the recent 
acquisition by that company of the 
selling agency for Bromo Seltzer. A 
third addition is R. K. McKinnon 
formerly with the retail firm of Was- 
son Ltd., Saint John, N. B., who 
will represent McGillivray Bros. in 
the Maritime Provinces. 


(**Bromo” ) 


T.M.A. Holds 
Stag Night 


The Travelling Men’s 
Auxiliary to the Ontario Retail Drug- 
gists’ Association held a stag night 
recently at the Metropole Hotel, To- 
ronto. Gathered in Toronto for year- 
end sales conventions, the travellers 
were in the mood for fun. The hotel 
orchestra under the direction of Mel 
Hamill and Frank Tobin provided 
many lively Almost 90 
members, old and new, were present. 


numbers. 
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United Drug Upens 
New Toronto Building 


Nearly six hundred 
employees and their friends attended 
the house-warming of the United 
Drug and L. K. Liggett companies of 
Canada in their new office building 
in Toronto, January 12. The guests 
were received by Mr. and Mrs. J. R. 
Kennedy, Mr. and Mrs. George A. 
Evans, Mr. and Mrs. B. D. Ross, Mr. 
and Mrs. E. H. Waldruff, Mr. and 
Mrs. J. B. Mason and A. T. Byrne. 
After an inspection of the new offices, 
analytical and research department 
and the “Rexall” model drug store, 
dancing commenced at nine o'clock, 
the music being furnished by Stanley 
St. John and his orchestra, and con- 
tinued until one o’clock. At eleven 
o'clock a buffet supper was served. 
During the evening Elwood Hughes, 
president of the Canadian National 
Exhibition, presented the “Exhibition 
Championship Trophy” and medals 
won by the “Rexall” ladies’ senior 
softball team, and James Graham- 
slaw, representing the Sunnyside 
Olympia Softball League, presented 
the championship trophy of that 
league to the “Rexall” ladies’ inter- 
mediate team. During the evening a 
presentation of a beautiful Sheffield 
reproduction tray was made to Miss 
Margaret Shepard who has just com- 
pleted twenty-five years’ service with 
the company. 


Poole to Start 
Own Business 


A. E. Poole, who 
was until recently Canadian manag- 
er of Ed Pinaud, Ltd., is planning to 
start his own sales agency handling 
lines distributed through the drug 
trade. 


Lyman Official 
Notes Improvement 


J. H. Andrews, man- 
aging director of Lyman Agencies, 
Ltd., when recently interviewed, stat- 
ed that there had been a very notice- 
able improvement in the wholesale 
end of his company’s business as well 
as in the agency division. This im- 
provement has been particularly no- 
ticeable during the latter portion of 
the year, he stated. 

“Competition was very keen dur- 
ing the early six months and, al- 
though we sold more than the previ- 
ous period last year, our net profits 
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Toronto Plant of United Drug Co., Ltd. 


were just about the same. We can 
say with satisfaction that we enjoyed 
the largest holiday business we have 
had in our history.” said Mr. An- 
drews. 

Mr. Andrews stated that there was 
a particularly good demand for high 
priced perfume and the company’s 
sales in these lines was in excess of 
any previous year. The credit situ- 
ation has also shown a decided im- 
provement and losses of the company 
have been lower than in any previous 
year since the commencement of the 
business depression. 


McCulloch Now 
Hudnut Salesman 


L. D. McCulloch has 
been appointed Ontario salesman for 
Richard Hudnut Ltd., Toronto. He 
has been connected with the firm for 
over twelve years during which time 
he has had charge of the Winnipeg 
office and previously he was buyer 
for the McCulloch Drug Co., chain 
drug stores. 


Waller Resigns 
from Sterling Products 


Ralph V. Waller for 
the past several years, sales manager 
of Sterling Products, Ltd., Windsor. 
resigned January 1 to accept a po- 
sition in Montreal with Johnson & 
Johnson, Ltd. H. L. Schade, presi- 
dent of Sterling Products, Ltd., said. 
“We are losing the services of a very 


valued employee in Mr. Waller. He 





has shown exceptional ability in de- 
veloping our sales organization to its 
present degree of efficiency.” Fred 
\. Tilston, a member of the sales or- 
ganization, has been appointed to 
succeed Mr. Waller in the position 
of sales supervisor. 


Canadian Patents and 
Trade Marks 


Tue increasing international trade 
relations between the United States 
and Canada emphasize the import- 
ance of proper patent and trade mark 
protection in both of these countries 
in order that the expansion of busi- 
ness may not be curtailed by legal 
difficulties. 

For the information of our read- 
ers, we are maintaining a department 
devoted to patents and trade marks 
in Canada relating to the industries 
represented by our publication. 

This report is compiled from the 
official records in the Canadian Pat- 
ent Office. 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 

THE AMERICAN PERFUMER 
9 East 38th Street 


New York City 


Patents 


363,294.—Container closure. Percy Mil- 
ler Thorn, New Rochelle, New York. 

363,619.—Collapsible tube and container. 
Eugen Sander, Munich, Germany. 








idly as permits. 


elves of this service. 


nswers to in- 


the industry 


Answers will be published as rap- 


We shall be glad to reply promptly by mail te 


any reader who will enclose a self addressed envelope with his query. 


$4.— OIL SHAMPOO 


VY. 1 wish to manufacture an oil 
shampoo, which is made from olive 
oil, castor oil and mineral oil. Can 
you give me a formula for same, or 
if not, can you advise me where I can 
get such a formula, as well as the 
different oils.—T. N., Penna. 

A. You can buy such a mixture, al- 
ready clarified and filtered, ready for 
dilution with water to suit your cost. 
The source of several such suppliers 
goes to you by separate mail. How- 
ever, try the following formula too: 


Sulfonated castor oil 75%...... 65 
Sulfonated olive oil 75%...... 28 
Best mineral oif............00- 5 
EON xcs vaceccccsns 2 


Perfume qs. 

The source of materials, including 
the names of perfumes especially 
suited for this type shampoo, are also 
included in the letter. For additional 
information, write to this journal for 
the bulletin on “Wetting Agents,” 
sent to readers of Desiderata. 


85.— FACE POWDER COLOR BASE 


Q. Can you recommend a good color 
base for dark rachel or any dark 
shade of face powder, which will not 
turn yellow when the face gets slight- 
ly moist with perspiration or when 
dropped on a wet washbowl? What 
is used in a “liquid bandage”, which 
is a milky liquid used at the finish 
of a facial, to tighten and support 
skin and sagging muscles?—M. R.., 
lil. 

A. Water intensifies the color of cer- 
tain materials such as pigments when 
mixed with a material such as tale. 
You can avert part of this trouble 
by using a greater amount of absor- 
bent in your face powder. You can 


88 


use light magnesium oxide or car- 
bonate, or precipitated chalk. Use 
about 8% of total of these, alone or 
mixed. We are not acquainted with 
a “liquid bandage”, though it seems 
such a preparation may be similar to 
a liquid mask. If so, you can base 
such a product on a mucilage of 
acacia, along with small amounts of 
honey, together with pigments such 
as kaolin. You can also start with a 
gelatin-starch mixture for such a 
product. If this is not what you 
wanted, please write again. 


96.—LIPSTICh AND SHAVE CREAM 


Q. Thank you for sending me the 
vanishing cream formula. One point 
! would like to correct, and that is I 
am a chemist and have already had 
seven years’ experience in the trade. 
So, | am positive that I can manufac- 
ture lipstick and shaving cream, and 
formulas for which I have not re- 
ceived.—P. T. R., N. Y. C. 

A. Sorry we held back on you. But 
how did we know you had this ex- 
perience? Remember though, that 
the most a department such as this 
can do, is to suggest formulas for 
your own elaboration. We do not 
profess to give formulas for extra 
fine finished products. You have to 
use your head too. Try the following 
for lipstick: Stearic acid 15, mineral 
oil 55, castor oil 15, lanolin 15, bees- 
wax 70, ceresin 40, bromo acid and 
color lake to suit. Directions for 
making have been sent you. For 
shaving cream try this as a starter: 
Stearic acid...30, coconut oil 3.3, 
potassium hydroxide 50°Be 18.8, 
sodium hydroxide 20°Tw 1.6, glycer- 
ine 5, and water 41.3. Directions for 
making this are also included in the 


letter sent you. For the benefit of 
readers condensed directions on this 
are: melt fats and glycerine, bring 
to 80°C. Alkalis and water added in 
fine stream at room temperature, 
with stirring for at least 15 minutes, 
Set aside overnight. Perfume next 
day, and mill for smoothness. Avoid 
air bubbles during milling. 


'7.— FACE PACK 
Q. The writer, a subscriber to your 
valuable magazine is very much in- 
terested in developing a face-pack 
with skin tightening effect, based on 
the use of kaolin and other ingredi- 
ents. Will you be so kind as to fur- 
nish basic formula? Thank you in 
advance for your valuable courtesy. 

L. D. C., Mexico. 

A. The following mixture is recom- 
mended by Kaolin. . . 100 
parts, alum powder 10 parts, boric 
acid powder 3 parts, tincture ben- 
zoin 5 parts, water enough to make 
paste. Mix the powders well, and sift 
them. Dissolve your perfume in the 
tincture of benzoin and add to the 
powders, mixing again. Add water. 
about 1/6 of the weight of kaolin, or 
any other amount that will give you 
the consistency desired. Make a uni- 
form paste; mill if desired. You 
should add about 10% glycerine and 
perhaps a small amount of oil, to 
maintain a soft, moist mass. No exact 
amount of water is indicated, for the 
kaolin used may be different from 
that used by the originators of the 


some: 


above mixture. 


98.—TRIETHANOLAMINE 


Q. Through what house can I buy 
bismuth thiosulfate? What is its sol- 
ubility? Where can I buy propenyl 
guaethol? Where can I buy trietha- 
nolamine.—J. G., South Carol. 

A. We know of no house making bis- 
muth thiosulfate, and the drug is not 
listed in hand books. The substance 
is formed by the inter-action of so- 
dium thiosulfate and a soluble bis- 
muth salt, when applied to the hair. 
It is probably reduced to the sulfide 
very quickly after it is formed. The 
supplier's name of propenyl guethol 
has been sent to you. Triethanola- 
mine is an organic amine. It reacts 
with equivalent amounts of acids. It 
forms soaps with higher fatty acids. 
These are good detergents and emul- 
sifiers. The suppliers name also 
comes by letter. 
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a quiet month in oils and chemicals 


which go into the manufacture of 
cosmetics, perfumes and toilet prepa- 
rations turned out to be a highly in- 
teresting and active period. Although 
some feel that inflation is only a sub- 
ject of discussion, nevertheless, the 
action of a number of these com- 
modities certainly made it 
that such a development is actually 


appear 


under way. 

Some buyers have readily grasped 
the general trend, but for those who 
have failed to cover, it appears that 
much higher prices will have to be 
paid for a number of articles between 
now and Spring. 

Because of the steady upward trend 
of the market buying was active most 
of the time with the total movement 
for the month running considerably 
ahead of last year in volume. 

Further sharp advances were reg- 
istered in eucalyptus and citronella 
oil. Java citronella was very firm. 
Imports of this oil have varied from 
350 tons in 1932 to 600 tons in 1934 
with an average over recent years of 
about Estimates put the 
additional annual consumption of oil 


150 tons. 


for use in making synthetic menthol 
at about 350 tons, the increase to be 
registered in a short time. It appears 


according to estimates that American 
purchases of this oil which in the 
past have accounted for approximate- 
ly 28 percent of the Java exports will 
now account tor an additional 20 
percent of the shipments from the 
source. 

The Java citronella oil market has 
seldom been free from speculative 
At first, reports of firm- 
er conditions and a growing shortage 


operations. 


of supplies were more or less dis- 
counted. 
shown in the situation, however, and 
it is now believed that the past accu- 
mulation of stocks has been practic- 
ally all liquidated, and that the re- 
covery of prices is more or less a 
normal movement. Although the Cey- 
lon oil is not affected by the increased 
consumption of the Java oil for syn- 
thetic menthol, values at the source 
have been steadily advancing. 


More confidence is being 
g 


The advances staged in citrus oils 
especially at this time when the de- 
mand for oil is usually at a low level 
might be regarded as a good indica- 
tion of what is likely to be witnessed 
this Summer when the consumption 
of lemon and orange increases. Ad- 
vices from Italy state that the market 
for lemon is still very strong. A much 
smaller production of California oil 
is expected this year owing to the 


cold weather which has damaged the 
crops. Toward the close of the month, 
some dealers were in receipt of berg- 
amot offers from Italy, but on the 
whole the outiook concerning tuture 
shipments is still indefinite. 

Mint oils failed to be affected by 
the upward trend in other articles, 
but wormseed was quoted higher for 
shipment from the country, and very 
little quality 
available. 

Practically the full line of spice 
oils displayed a hardening tendency. 
Clove was higher. 
practically unobtainable on spot and 


good cedarleat was 


Coriander was 


such articles as cinnamon, mace and 
nutmeg displayed a steady to firm 
tone. 

Owing to competitive conditions 
makers of tartaric acid were forced 
to reduce quotations. Balsams proved 
to be very interesting. Prices on Co- 
paiba were moved up because of lim- 
ited offers, and although no further 
change was noted in Peru, the tend- 
ency of the latter was said to be up- 
ward. 

The control of production and 
prices on gum tragacanth at Iran has 
proven to be successful. Although 
warned several months ago of the re- 
striction plan, dealers failed to buy 
when merchandise was available in 
good volume and at low prices. To- 
day dealers lack anything like a nor- 
mal supply, and in the face of the 
sharp increases in prices over the past 
two months, importers seem highly 
concerned over what might happen 
between now and the Summer season. 


PRICES OF SOAP MATERIALS 


TALLOW AND GREASE 


Tallow, N. Y. C. extra $ .093%, @ 

Edible 10! Nominal 
Fancy 134%, @ 

Grease white 09/4, @ 10 
House 08%, @ .09 
Yellow 08%, @ .09 

SS ota ties thee 13%@ «14 

FATTY ACIDS 

Coconut Oil, tanks 14%, @ 

Corn Oil, tanks 13 Nominal 

Red Oil, distilled, tanks 10% @ 

White, drums 134, @ 14, 

Stearic Acid, s‘gle prs.,c.l. .12 @ 13 
Double pressed 1244 @ 131, 

Saponified 12% @ 13% 

Triple pressed 15%, @ 16'/, 

Saponified 15, @ 16!/, 
SOAP MAKING OILS 

Castor No. |, tanks . 10 @ 

No. 3, tanks ss .09'/, @ 

Coconut, Manila Grade, 
tanks 09%, @ 

Corn, crude, Midwest 
mill, tanks 10%, Nominal 


90 


Cotton, crude, Southeast, 


tanks seals hesaaes a Sn 

Refined te ee ae 66 
Lard, common No. | bis. .13'/4 @ 

Olive, denatured, bis., gal. 1.65 Nominal 

Foots, barrels A, @ ANY, 
Palm, softs, drums 0644 .@ 

Niger, casks .07 Nominal 
Palm, kernel, tanks .08!/, Nominal 
Peanut, crude, tanks 10%, Nominal 

Refined, barrels 13 Nominal 


Soya beans, mill, tanks 10, Nominal 
Tallow, acidless, barrels. .13'44 @ 


Whale, Crude No. |, 

Coast, tents ......... 

Refined, barrels 08! @ 08%, 

GLYCERINE 
C. P., drums extra 25 @ 25'/5 
Dynamite, drums extra 25 @ 25!/, 
Saponification, drums 22 @ 
Soap, lye 20 @ 
ROSIN 
Barrels of 280 pounds 

B $10.15 K $10.75 
D 10.25 M 10.80 





E 10.40 N . 10.85 
F 10.75 W. G. . 11.50 
G 10.75 WW. 13.75 
H 10.75 X . 13.85 
| 10.75 Wood 11.35 
CHEMICALS 
Acid, muriatic, 18°, 100 
pounds .... weeeee  G100 @ $2.35 
Sulfuric, 60°, ton .. .12.00 @ 20.50 
ee Tn | mee 
Borax, crystals, carlot, ton.42.00 @ 71.00 
Cyclohexanol (Hexalin)... .30 @ 
Naphtha, cleaners, tk. cars .09'//, @_ «10 
Potassium carbonate, 
s0@8sy, .... .. 0? @ 
Hydroxide, 88@92% .. .07'4 @ 
Salt, works, ton ..... 11.50 @ 14.00 
Sodium carbonate 58%, 
light, 100 pounds . 1.23 @ 2.37 
Hydroxide 76% solid, 
100 pounds .. ... 2.60 @_ 3.78 
Silicate 40°, drums. 
works, 100 pounds .. .80 } 
Sulfate, anhydrous 0244 @ _ .03 
Phosphate, tri-basic 0244 @ ~~ .03 


Zine oxide U.S.P., bbls... .08 @ 08, 
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phimeated’ NET SALES of ETHYL ALCOHOL tothe TRADE 


pa 


1936 APPARENT CONSUMPTION 
LiL ae at hse eee 


Se Dae ie see ee 


Apparent consumption of industrial ethyl alcohol 
from Jan. 1 to Nov. 30, 1936, was 68,870,000 wine 
gallons. This is 33.0 per cent greater than during 
the same period in 1935 when 51,757,000 wine gal- 
lons were consumed. 


U.S. 1. DEVELOPS NEW 
SAMPLE CONTAINERS 


When U. S. I. introduced its striking 
new container for shipping liquid sam- 
ples recently, the search for the elusive 
bottle through piles of sawdust in the 
bulky, desk-scratching, wooden box be- 
came a thing of the past. For many 
years chemical buyers have been await- 
ing a compact and modern sample ship- 
ping container which could be opened on 
a desk along with routine mail. 

Although essentially a simple design, 
much tedious research was necessary to 
devise a package which would be prac- 
tical and could be sent by parcel post. 

From four ounces to quart samples of 
many U. S. I. products may be mailed 
readily in glass bottles in the new pack- 
ages, thus materially reducing trans- 
portation charges and the costly ship- 
ping boxes. A light, metal can with a | 





safe, triple-tight seal replaces the old 
unwieldy box. Instead of the messy saw- 
dust which has plagued recipients here- 
tofore U. S. I. uses a highly-absorbent 
cellulose filler to protect the bottle. 

An attractive utility label, decorated 
with green and white stripes, lists U.S.1. 
products. By means of a novel design one 
label may be adapted to fit the 4-oz., 
8-oz., pint and quart size containers. 


EXTRACT VITAMIN C 
FROM PINE NEEDLES 


Of interest to vitamin manufacturers 
is the work of two Russian chemists on 
the extraction of Vitamin C from pine 
needles. According to reports, they con- 
centrated a water extract of Vita- 
min C to 40-43° Be. by heating without 
boiling. This solution had good stability 
and it was possible to remove the bitter 
tar-like and aromatic bodies with a solu- 
tion of 2 parts of ethyl alcohol and one 
part benzene. Addition of 114 to 2 vol- 
umes of 70% alcohol to one volume of 
concentrate was sufficient for clarifica- 
tion. 

It was observed that samples of 
needles collected in Spring had three 
times as much Vitamin C content—about 
0.3%—as those collected in August. It 
was also noted that steaming increased 
the stability of the vitamin. 


A Monthly Series of Technical Articles for Chemists and Executives oe 


NEW TECHNIQUE TO 
ESTIMATE ALCOHOLS 


Authors Say Method Gives Rapid 
Determination of Monohydric 
Alcohols and Glycols 





Precipitation of the xanthogenate and | 
subsequent titration with n/10 iodine is | 
a technique reported from abroad, for | 
analyzing saturated alcohols and glycols. 
The method depends upon the reactions | 


ROH + CS, KOH 
2 RO.CS.SK + I, 


RO.CS.SK + H,0 
(RO.CS.S), + 2KI 

The xanthogenate is prepared by boil- 
ing the alcohol with an approximately 
equi-molecular quantity of powdered 
potassium hydroxide. When the potash 
is dissolved and the solution is cool, 1 


| parts of carbon disulfide is added to pre- 


cipitate the xanthogenate. 

This precipitate is purified by wash- 
ing twice with ether, dissolving in hot 
alcohol or acetone, after which it is again 
precipitated with ether. From 0.15 to 
0.25 grams of the dried xanthogenate are 
exactly weighed, dissolved in 200 ml. of 
water and titrated with n/10 iodine. 

The authors state that the method is 
not applicable to the determination of 
tertiary alcohols nor the differentiation 
of isomers. 


W. J. FRIED SUCCEEDS HARRISON 


Walter J. Fried, well known in indus- 
trial alcohol circles, has been appointed 
to succeed Paul Harrison as Manager of 


| Alcohol Sales of the New York Division. | 


Formerly Assistant Manager of USI’s 
Eastern Alcohol Sales, Mr. Fried as- 


sumed his new duties on Jan. 1 when Mr. | 


Harrison retired. 





Executives in 
cosmetic industries will meet in New 
York City on Thursday, March 4th, for 


the drug, chemical and 


the Twelfth Annual Drug, Chemical 


and Allied Trades Banquet. 
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BUYING BY WOMEN 


Survey Indicates Over 94% Use Face 
Powders, 30% Use Depilatories; 
Alcohol Basis of Many Items 


STUDY BEAUTY AID 


What does a woman buy when she 
enters the beauty department of a store? 
| How much of her money goes for the 
purchase of powder, lipstick, hand 
lotion, deodorants or countless other 
beauty aids? 

These and similar pertinent questions 
have engaged the attention of merchan- 
disers and manufacturers everywhere. 
Perhaps one of the most informative 
| series of answers has been tabulated in a 
| survey now available in the book, “Faces 
and Figures,” published recently. 


Replies From 1200 Women 


With findings based upon the replies 
of over 1200 women scattered through- 
out the country, the survey gives the 
following tabulation which shows the 
percentage of women using various 
| preparations: 





Per Cent 


Face Powders 94.3 
Lipstick 93.7 
Hand Lotions 90.9 
| Home Facials 90.8 
Manicure Items 89.4 
| Face Creams 88.6 
| Skin Tan 88.0 
Rouge 87.0 
Deodorants 87.0 
Powder Bases 80.0 
Face Lotions 77.0 
Reducing Items 73.7 
Shampoos 72.9 
Hair Removers 30.0 


Most of the women in the group ques- 
| tioned were in the younger age brackets 
| with approximately 57 per cent in years 

from 18 to 25; 30.4 per cent from 26 to 35; 
(Continued on next page) 













the bottle 


NEW SAMPLE CONTAINERS 
Convenience and cleanliness is the keynote of U. S 
containers for shipping samples of U. S. 
under Postal Regulations. The cellulose filler wrapped around 


. L's new 
I. products permitted 


has an absorbent capacity many times its own 


weight. The four containers shown illustrate how one jabel is 


adapted to fit all sizes. 
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A.I. Ch, E. Committee Report Urges Constant Vigilance 
Against Detrimental Industrial Alcohol Legislation 


When more than forty state legislatures as well as Congress convene 


during 1937, “bills either threatening the status of . 
to restrict the scientific and industrial uses of the chemical, 


was & 


alcohol” may be introduced, it 
pointed out in the report of the Commit- 
tee on Industrial Alcohol to the 29th 
annual meeting of the A. I. Ch. E. 

Emphasizing the importance of main- 
taining the closest cooperation between 
producers, users and federal authorities 
to make secure alcohol’s role as a vital 
raw material in industry, the Committee 
stressed a policy of steadfast vigilance 
against such legislation. 
report, 

“It is not to be supposed that the in- 
dustrial alcohol situation is ever static. 
‘ While there have been several 
court decisions holding that Title III of 
the National Prohibition Act survived 
repeal, it was not until liquor law repeal 
and enforcement Act of August 27, 
1935, that such survival was recognized 
by statute. Its continuance was also in- 
sured by H. R. 9185. The extent to which 
alcohol is a subject of continuing inter- 
est is shown by the second edition of 
‘Alcohol Under State Liquor Laws’, com- 
piled by Captain James P. McGovern, 
general counsel of the Industrial Alcohol 
Institute.” 

That technical men, with a wide knowl- 
edge of how alcohol functions in indus- 
trial processes, can aid in steering the 
industry clear of some of these legisla- 
tive shoals is a conclusion of the report. 


BRUSHLESS SHAVE CREAMS 
DULL RAZOR BLADES? 


Shaving cream is an important factor 
in the effective life of razor blades, ac- 
cording to one investigator. He reports 
that brushless creams dull blades more 
rapidly than brush-type and places the 
blame on their pH value. 

Tests of commercial brushless creams 
revealed a pH of 7.2 while the brush- 
type had 9.4. Since oxygen corrosion of 
steel occurs readily at a pH of 7.2 but 
is appreciably retarded at 9.4, the theory 
was formulated that the alleged dulling 
is due to corrosion during shaving. 

Potassium chromate was added to a 
sample of brushless shaving cream to 
retard this corrosion. Five men, using 
different makes of razors, reported from 
50 to 200 per cent more shaves when 
using the chromate-treated cream. 








W. W. Davis, nephew of the late James A. 


Webb and salesman for the U. S. I. sub- 
sidiary, James A. Webb and Son, for 56 
years until his retirement in 1934, died 
Jan. 12 at his home in Madison, N. J. Mr. 


Davis was born Feb. 11, 1861. 
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or contriving 


STUDY EXPENDITURES BY 
WOMEN FOR BEAUTY AIDS 


(Continued from preceding page) 


8.3 per cent from 36 to 45; and 4.3 per 
cent were 46 or over. 

In February of 1936, the 
average expenditures of women in the 
group were: 


For care of the hair $2.82 
For care of the face $2.29 
For care of the hands $1.15 


These tabulations also provide an in- 
direct index of how extensively indus- 
trial ethyl alcohol is employed by users 
of beauty aids. Practically every product 
in the list utilizes alcohol either as a 
solvent or as a chemical. Here is food 
for thought that should focus attention 


| on the desirability of using a large vol- 


ume of alcohol to stimulate a wider sale 
for items in the lower sales classifica- 
tions. 

In particular may be mentioned de- 
odorants, powder bases, face lotions and 
shampoos whose sales lag behind those 
of lipstick and hand lotions. The de- 
odorant market, it is evident, has not 
realized its full potentialities. With 
greater promotion, it seems reasonable 
that its sale can be extended to a wider 
circle of women and to a sizeable portion 
of the men’s market. 

The use of liquid powder bases is still 
not fully appreciated by women at large. 
A good portion of this market still goes 
to various creams, and women still need 
to be educated to a better appreciation 
of the virtues of the powder base. 

Shampoos have been vastly improved 
in recent years and their ultimate 
market has tended to widen, but still 
greater promotion is needed. When this 
is done, it should be kept in mind that 
alcohol is an indispensable aid in captur- 
ing greater sales. 


J. W. DUNN RETIRES 


Known for many years as Number 
One salesman for Industrial Alcohol in 
the middle west, John W. Dunn, Detroit 
Division Manager of the U. S. Industrial 
Alcohol Co., retired January 1, 1937 
after 18 years of loyal service. Just prior 
to Mr. Dunn’s retirement, Mr. Fred 
Henley of the U. S. Industrial Alcohol 
Co.’s Chicago office sales staff was pro- 
moted to succeed him. 


|} or 
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TECHNICAL DEVELOPMENTS 


Excellent detergent action is claimed for a 
new compound developed recently. The ma- 
terial is also credited with the ability to 
form stable emulsions of water and oils. It 
is a neutral, free-flowing liquid with a 
solids content of 85 per cent. 


US 1 


Portable mixers, equipped with totally en- 
closed, air-jacketed and explosion-proof 
motors have been perfected according to 
the recent announcement of a manufac- 
turer. It is said that they may be used on 
inflammable batches in hazardous locations 
over steaming kettles, jacketed tanks 

other receptacles which throw off 
steam and acid fumes. 


USI 


A wax with a free cholesterin content of 33 


per cent and 7 per cent combined choles- 
terin has been announced recently. It is 
reported to be derived from lanolin. As 


little as one-half of 1 per cent imparts a 
nourishing effect to creams and lotions, ac- 
cording to the manufacturer. 


Us 1 


A moving pipe conveyor recently intro- 
duced has a rubber pipeline which travels 
with the material from feed to discharge. 
The manufacturer claims that any number 
of directional changes can be made, and 
wet and dry solids handled. 


US I 


A higher fatty alcohol base for the manu- 
facture of hair preparations was introduced 
recently. Preparations made from the base 
dissolve clear in cold and hard water, clean 
the hair and scalp thoroughly, but do not 
defat the hair and skin to such an extent 
that scalp irritations develop, the manufac- 
turer reports, 
us | 


Oval-shaped test tubes, now on the market, 
are said to improve the technique for mak- 
ing Agar slants. The tube manufacturer 





states that a much larger area for growing 
cultures is provided by an equal amount of 
culture medium and that the culture can be 
examined under the low power of the micro- 
scope, 


US | 


Cellulosic lacquers may be removed from 
the skin with a water-rinsable detergent 
composition recently patented. It is de- 
scribed as a complex mixture of ester sol- 
vents, soap, glycerine, abradant material 
and a chlorinated hydrocarbon blending 
agent. 


US | 


liquid coating material is said to 
form a_ heat-resisting, flexible film on 
metallic, glass and other surfaces. The 
maker states that the material is suitable 
for coating the inside of metal containers, 
collapsible tubes, ete. The coating can be 


A new 





applied by brushing, spraying or spreading. 
RS 

A folder giving the history of industrial 

alcohol, its industrial uses, a pictograph of 

alcohol manufacture, and a summary of 

government regulations may be secured by 

writing to U. S. L. 
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WORLD’S LARGEST PRODUCERS OF INDUSTRIAL ALCOHOL 


SPECIALLY DENATURED-All Formulas e 


COMPLETELY 


SOLOX-The General Solvent 


Executive Offices 


460 East 42nd Street, 


ETHYL ALCOHOL 
DENATURED-Al//l Formulas e 
. U.S. 1. DENATURED ALCOHOL 


PURE (190 PROOF) TAX PAID—TAX FREE 
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ESSENTIAL OILS 
Oe Oe ickcces 


Almond Bit., 
ee 
Sweet True 
Apricot Kernel 

Amber, crude 
rectified 


Ambrette ; 
Amyris balsamifera | 


Angelica root ........ 


seed . 
Anise, U. S. P. 
Araucaria 
Aspic ome) Span. 
Frenc q 


Balsam, Peru 
Balsam, Tolu, oz. 
Basil 


Bergamot 


Birch, sweet MRM ol ewinus 
Penn. and Conn. ........ 
Birchtar, crude ............ 


Birchtar, rectified 
Bois de Rose... .... 


Coe, OS PR ....... 
EE Sikes hecne pes 
Sree eee 
Camphor "white" 


Cananga, Java native ee a 


rectified 





$2.25@ $3.00 
2.50@ 3.05 
seas 80@ 85 
26@ 30 
23@ = .27 
52@  .60 
(oz. ) “ 00@ 
3.00@ 3.25 
ey 75.00@) 
90.00@ 
95 Nom'l 
1.75@ 1.85 
1.35@ 
1.55@ 
enue 5.50@ 6.25 
re 4.25@ 
.(0z.) 2.35@ 
1.45@ 1.60 
3.35@ 3.75 
1.90@ 2.00 
3.75@ 4.00 
15S@ 18 
eee 80@ .90 
135@ 2.75 
ee 45@ 55 
ee 45@ 67 
Powe 3.50 Nom'l. 
.20@ 22 
2.00@ 2.40 
2.30@ 2.85 


Caraway 

Cardamon, 
Cascarilla 
Cassia. 80@85 p.c. 


Ceylon 


rectified, U. S. P.. 


Cedar leaf 
Cedar wood . 
Cedrat Sa 
Celery . 
Chamomile ‘ 
Cherry laurel 


Cinnamon, Ceylon . 


Cinnamon, Leaf . 

Citronella, Ceylon 
Java 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriander 

Croton . 

Cubebs 

Cumin 

Curacoa peels 

Curcuma 

Cypress 


Dillseed 


Elemi 
Erigeron . 
Estragon 
Eucalyptus 


Fennel. Sweet 


(Quotations on these pages are those made by local dealers, but are subject to revision 


2.05@ 2.20 
20.00@ 32.00 


. 60.00@ 85.00 


90@ .95 
95@ 1.10 
1.00@ 1.05 
24@ .26 


- 12.00@ 14.50 


7.00 


. 14.00@ 15.00 


8.00@ 20.00 
6.50@ 10.00 
AIT@ «54 
A@ 53 
1.15@ 1.18 


- 16.00@ 20.00 


45@ 50 
20.00 Nom'l. 
1.40@ 1.50 
2.90@ 3.05 
8.75@ 9.00 
4.85@ 5.25 
3.00@ 


-.. 12.00@ 


3.25@ 4.25 


1.65@ 
1.45@ 1.55 


_.. 32.00@ 35.00 


The Modern and up-to-date 
Face Powder employs 


46@ = «50 
1.10@ 1.20 


| 





Galangal! 
Galbanum 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish . 
Ginger 
Gingergrass 
Grapefruit 
Conc. 


Guaiac (Wood) 


Hemlock 
Hops . 
Horsemint 
Hyssop 


Juniper Berries 
Juniper Wood . 


Laurel 
Lavender, 
French 
Lemon, Italian 
Calif 
Lemongrass 
Limes, distilled 
expressed 
Linaloe 
Lovage .... 


Mace, distilled 
Mandarin 


English . 


| (Continued « on “page 94) 





without notice) 


. 35.00@ 
. 15.00@ 


4.90@ 
4.75@ 


. 12.00@ 


. (oz.)} 


1.80@ 
6.00@ 
3.00@ 
2.75@ 3. 
24.00@ 


$3.10@ $3.50 


1.05@ 1.25 
8.50@ 13.00 
2.50@ 


-. 40.00@ 50.00 


1.05@ 1.50 
50@ .60 


8.00@ 10.00 


7.50 
4.75 


58@ 65 
7.00 
10.25@ 12.00 

1.30@ 1.40 


.. 55.00@ 62.00 





ove 
modernized packages will nak sell 


( antique ) 
FACE 


1.15@ 1.25 
4.50@ 6.75 


~\ 


ay ae? 


“COTTRELL PROCESS" TALC 


Whittaker, 


260 West Broadway 
New York City 





February, 1937 





Clark & Daniels, Inc. 




















































(Continued from page 93) Sage cule aha cenit Se bik 1.60@ 2.00 Petitgrain keg geetnae 3.25@ 3.75 
Meese Ses i ol 6.00@ 6.25 oe Son so stans = 30.00 Rosemary ................ 2.50@ 4.00 
elissa 4.00@ 4.25 andalwood, East India . 8S 6.00 
Mirbane (see Nitrobenzol) Australia .. 5.75@ Saga, Clary .............. 90.00@ 
Mustard, Genuine . . 8.50@ 10.00 —, natural .... ; 85@ 1.25 eR .aw ican dean 35.00@ 
artificial ....... 1.95@ 2.25 artificia sescescsreee SEQ 38 
: : Ylang-Ylan eeeevessee 28.00@ 35.00 
I, oe x og akin ; 10.00@ Savin, French . 1.75@ 2.00 9 9 
Myrtl abe 3.35@ 3.75 Spearmint reese. 2.00@ 2.15 
an : ain i es i 00 Snake root . . a =e 13.75 OLEO-RESINS 
eroli, Bigarde, P. 5 . S 
wiretale: extra 0. \sn.gngpi6.00 nee eae rns sao aa, See .... ... 3.25@ 3.50 
iaouli ° ° ° ° . . . 
Nutmeg ....... 115S@ 1.25 bs basvasr ine eesnasniee are $3.50 ey nr ‘Ss. P. x. ont 5200 
. ‘ Sie e056 soos 1.10 ae ae 
Olibanum ....... -... $.00@ 5.25 a aetna . 250@ 3.25 
Orange, bitter 2.10@ 2.60 White... ...ce cesses 105@ 1.25 @ 
sweet, W. Indian 2.00@ 2.50 Valerien ........ -.... 14.50@ 15.00 Ginger, U. S. P. VIII . 300@ 3.10 
' Alcoholi 4.10@ 
Italian 3.00@ 4.50 Verbena 4.25@ 8.75 coholic ; . 
Spanish .... 2.55@ Vetivert, Bourbon .......... 8.75@ 12.50 Malefern Pane . 1.65@ 2.00 
Calif. exp. .. nt 3.25@ Java ° ° ° ° . . 15.0 25.00 
dit 700 East Indien... 30.00@ Qek Mose ..-..-.0.200+ coe 109 
' u ° ° coeesese . 
a ere Spanich . ‘ a 4 ro — heavy ora 1.25@ Orris ‘ rn, eee '12.00@ 15.00 
Orris root, abs. (oz.) 35.00@ 50.00 ie ¢ eee is 20.00@ 22.00 
Orris Liquid 18.00@ 25.00 Wiseneed eo ee 2:30@ 2.50 Pepper, black psieleaiane 4.00@ 4.60 
Parsley ; .. 10.00@ 11.00 Wormwood ............... 3.00@ 3.25 Sandalwood eS 
Patchouli .. ; 5.00@ 8.00 Ylana-Y ; 
Pennyroya a i85@ 2.10 Lee Manila ... ioe = Vanilla vols bios ea’y yy suse) I an 
F ; l. : ate ’ ; 
Pepper, black 5280 6:00 TERPENELESS OILS DERIVATIVES AND CHEMICALS 
P int, t | 2 ° 9% 
paseo na one yo oo Bay .. eee NAT . 3.25@ 4.00 Acetaldehyde 50% ....... 2.00@ 
Pn 10@ 138 Bergamot -.......... 7,00@ 12.00 Acetophenone -ss+s++  1.25@ 2.00 
. , ; Acetyl Iso-eugenol ........ 7.50@ 8.00 
; French ........ . 2.35@ 2.50 Clove .. wip, dln nine ay 6 Alcohol C 8 .. : . 16.00@ 20.00 
Pimento .... 1.35@ 3.10 Coriander ; pas jee 
Pine cones 3.00@ eats k sees ko Cage 26.00@ 40.00 
Pine needles, Siberia... 90@ 1.15 ae ; = cor = = "es, See Hye aoa 
. ta . : rapefrui ose 45.00@ 60.00  —§ © IE we eee ee eee eens ‘ y 
Son ‘ a be Sesquiter ‘less . 85.00@ A "2 n% exis soonls 25.00 
‘ d f A ea J 
Rhodium, Imitation 2.25@ 3.25  |Levender --. 8.00@ 8.50 ee --ss+s++ 45.00@ 70.00 
Rose, Bulgaria (oz.) . 6.00@ 12.00 Lemon : . 14.00@ 24.00 C10... **"* 42,00@ 60.00 
Rosemary, French A8@_~=C5S Lime, ex. ‘ .-. 54.00@ 72.00 ee i vesvecescnces SOCn 
Spanish 50@ .60 Orange, sweet .. 78.00@ 90.00 Ci2.... . 26.00@ 32.00 
Rue : 2.20@ 2.35 | Tee 90.00@1 15.00 (Continued on page + 








Harmony is the keynote to volume sales for your product. It creates the right first 


impression and the right ultimate impression. It makes* quality obvious from the outset... j a 
by successfully rounding off any edges arising from the different ingredients. ; 
(e 

Floranol is ideal for producing the characteristic Fruity Note in Rose odors. It is an to 
absolutely pure chemical body. And a little goes a long way . . . mellowing and develop- n 






ing in your product with the passing of time. m 
Try a sample of Floranol, the new development in raw materials . . . AGFA'S con- Tt 
tribution. Your sample awaits your request. For use in Rose Compounds . . . in Lavender Ch 






. in Fougere .. . etc. 


AGFA AROMATICS DIVISION 
GENERAL DRUG COMPANY 


k Street, New York City 


son St.. Chicago 907 Elliott Stree /indsor, Ont t 
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TRY THE niendiitchnasiadl CWNe 


Just as aspirin is the universal headache cure, so is Pfaudler glass-lined steel the cure for production headaches 
caused by acid corrosion. The smooth, hard surface of Pfaudler silica base enamel is resistant to all acids 
(except H F) in any concentration orat any temperature. Pfaudler glass-lined reaction kettles, stills, storage 
tanks, evaporators, etc., save large surmms for pharmaceutical, drug and cosmetic manufacturers, improve 
quality, color andapperance. N. B.—-almost without exception aspirin makers use Pfaudler glass-lined equip- 
ment to guard the purity of the world’s headache cure. 


THE PFAUDLER CO., 1501 GAS & ELECTRIC BLDG., ROCHESTER, N. Y. Factories: Rochester, N. Y., Elyria, O. Branches: New York, 
Chicago, Philadelphia, Elyria, O., San Francisco and Los Angeles (Pfaudler Sales Co. 


 PAUULER GLASS-UINED EQUIPMENT 


























TWO IMPORTANT ANNOUNCEMENTS 
a 


to discriminating makers of perfume and toilet preparations 


FIRST, the Warner Jewelry Case Co. (which for years has been famous for its fine jewelry cases} 
is expanding its unusual facilities to meet the box and package needs of producers of quality per- 
fumes and toilet preparations. 


SECOND, Richard G. Ehrlich (well-known expert in perfume and cosmetic merchandising) has joined 
this company's organization with headquarters in New York City. 


OUR exacting and successful 
experience in the design and 
manufacture of quality jew- 
elry cases—plus the mer- 
chandising knowledge of Mr. 
Ehrlich—enables us to offer 
you an _ unique service. 
Whether you want a con- 
servative, luxury, tricky, ex- 
quisite or ultra-modern con- 
tainer for single items or for 
combination and de luxe gift 
sets, you are invited to send 
us specifications for original 
ideas and reasonable prices. 















JEWELRY CASE. CO., Inc. 


MANUFACTURERS OF FINE BOXES FOR NEARLY 
A THIRD OF A CENTURY 





642-648 MICHIGAN AVENUE 
BUFFALO, NEW YORK 
"WARNER" patented moulded, metal and paper packages . . . . . . + + + + + + + Ask to see them! 
NEW YORK REPRESENTATIVE: RICHARD G. EHRLICH, 11 WEST 42nd ST. ¢ Telephone LAckawanna 4-8218 
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(Continued from page 94) 


Dibutylphthalate 





Methy! Acetophenone 























j 1.25@ 2.00 
C 14 (so-called) ....... .$13.00@ Diethy|phthalate aeresecees 382@ 37 Methyl Anthranilate 2.25@ 3.00 
C 16 (so-called) .. . 13.00@ Dimethyl Anthranilate .. 7.00@ 8.50 Methyl Benzoate 1.00@ 1.75 
Amy! Acetate ............ .75@ 1.00 Dimethyl Hydroquinone . 2.65@ 3.75 Methyl Cinnamate ......... 3.00@ 3.65 
Amy! Butyrate .. 1.05@ 1.25 Dimethylphthalate 50@ .60 Methyl Eugenol ........... 3.35@ 6.75 
Amy! Cinnamate .. 2.50@ Diphenlymethane 1.70@ 2.25 Methyl Heptenone ........ 2.50@ 4.50 
Amy! Cinnamate Aldehyde. . 2.50@ 3.75 Diphenyloxide 1.20@ ae — ees: aa ae 
e s | Sete i ; 
~~ se Pighes a aa Ethyl Acetate .... 30@ 50 Methyl Octine Cerbonate .» 26.00@ 32.00 
Amy! Salicate ........ 80 .90 Ethyl Anthranilate .... 6.25@ 8.25 Methyl Peracresol ......... 3.75@ 5.50 
Amy| Valerate 2.00@ 2.40 Ethyl Benzoate 1.20@ 1.75 Methyl Phenvlacetate 2.10@ 2.75 
Anothol ... 1.15@ 1.20 Ethy! Butyrate 1.00@ 1.25 Methyl Salicylate 42@ _ ~=—«.50 
Anisic Aldehyde .......... 3.00@ 3.25 rons ee an 4.00 Musk Ambrette . 445@ 4.60 
y! Formate I. 1.25 Ketone 4.7 4.85 
Benzalydehyde, U.S, P..... 1.30@ Ethyl Propionate 1.25@ 2.50 Xylene 5 408) 1.55 
B e On Be ee > - Ethyl Salicylate 1.15@ 2.50 Nerolin (ethyl ester) 1.50@. .1.75 
ONZOPNENONE ............ . Ethyl Vanillin . 10.75@ 15.00 . meet 
i oo 0 128 a son a eed Saioks — 48.00 
SS) ee Sewers Cee ee ee eee me . . ugeno 7 & se ” 
k Benzyl Benzoate ........... 1.00@ 1.80 Sul Aaates 
ae Benzyl Butyrate . . 5.00@ 6.00 Geraniol, dom. ... a: SO... --. 
f Benzyl Cinnamate ......... 6.00@ 8.00 Geranyl Acetate . 1.70@ 3.00 Paracresol Acetate ........ 4.00@ 5.50 
; Benzyl Formate ........... 3.50@ Geranyl Butyrate 6.00@ 8.00 Paracresol Methyl Ether .... 3.25@ 4.50 
— poem bc ore ‘Soon “ Geranyl Formate . 5.00@ 7.00 any ae > gp wa re 16.00 
| enzylidenacetone ......... . ‘ ara Cymene (gal.) ...... 1.2 1.65 
) | Borneol Ccvevesaccus nan Heliotropin, dom. 2.20@ 3.00 ow ae: ... 3.50@ 6.75 
| i Borny! Acetate . 1.50@ 5.50 foreign .. ..... 2.35@ 2.50 100% . ‘ ... 7.00@ 10.00 
. % CN ig bbc cs «wees 4.50@ 5.00 Hydratopic Aldehyde ..... 25.00@ 27.50 Phenylacetic : hea 2.25@ 4.00 
Butyl Acetate ............. -60@ Hydroxycitronellal ... 2.00@ 6.50 Phenylethyl Acetate ...... 3.40@ 6.00 
Butyl Propionate .......... 2.00@ Phenylethy!l Alcohol ........ 3.00@ 4.25 
Butyraldehyde ... 12,.00@ ana Cc. - . (oz.) 7308 4.50 Phenylethyl Anthranilate ... 16.00@ 
so-borneo! .. ete eeeeee . Phenylethyl Butyrate ....... 8.00@ 12.00 
4 Carvene .... sosseceee LI5@ Iso-butyl Acetate .. 2.65@ Phenyl F t 12. 18.00 
Carvol ............... . 4 4.25 lso-butyl Benzoate 2.75@ 3.25 Soe eee 50 
Sieente Auld 4 " Phenylethy! Propionate 9.50@ 
Cinnamic Alcohol aly 3.40@ 3.60 Iso-butyl Salicylate 3.00@ 6.00 Phenyl Valerianate ... 16.00@ 
cts. Aiiciess 165@ 225 cena puheuan cehewes re 3.60 Phenylpropyl Acet. ....... 8.00@ 11.00 
: : , so-satrol ... . Phenylpropy! Alcohol ..... 450@ 8.35 
il Cinnamyl Acetate 8.00@ 12.00 Ph 7 Ideh 
Cinnamyl Butyrate .. 12.00@ 14.00 Linalool .. 2.10@ 4.75 enylpropyl Alde a ---+ 8.00@ 12.00 
d Cinnamyl Formate .. 13.00@ Linalyl Acetate 90% 2.30@ 3.50 ne ---+- eee 
. Gwe C..?. .... 1.95@ 2.75 Linelyl Anthranilate 15.00@ MIN) oun adcddvxene'd.cus 56@ «70 
OS | eee 1.00@ 1.80 Linalyl Benzoate ... . 10.50@ Santalyl NE acai, 22.50@ 
. Citronellol .... eee 1.85@ 2.50 Linalyl Formate 9.00@ 12.00 ee (oz.) 6.00@ 9.00 
r 
Citronellyl Acetate .. 3.50@ 5.00 Styralyl Acetate .......... 10.00@ 15.00 
r. Coumarin . cossccccce See &OS Menthol, Japan ; = 35@ $3.50 Styralyl Alcohol .......... 0.00@ 
Cuminic Aldehyde eee 35.00@ 52.00 Synthetic 2.25@ 3.00 (Continued on page 98) 
or Te meceemec.oeeicedeas sean ta cence ktm Tine ited cae ic ee 
n- 
X- 
n- a s 
2 Kazanilk + Bulgaria 
ft Sole Agents for United States and Canada: 
id . 
al ff COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 
5 ‘ (Branches in principal cities) 
i oo 
: < a 
- QO 
Oo 
c 3 
w 
s ? 
a 4 
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(a 
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iE SHIPKOFF’S OTTO of ROSEe 


14 ¢ Own Distillation . . . is always uniform 

| and of one quality only the BEST 
2m 

Distributing depots: @ -NEW YORK e LONDON 

218 PARIS . GRASSE . HAMBURG 
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(Continued from page 97) 


Terpeny!l Acetate 1.00@ 1.50 
Terpineol, C. P. 26@ = «.38 
Thymene 45@ 
Thymol . 1.55@ 1.65 
Vanillin (clove oil) . 3.65@ 5.15 
(guaiacol) 3.55@ 5.05 
Vetiveryl Acetate . 30.00@ 38.00 
Violet Ketone _ 5.00@ 10.00 
eo eu - 5.50@ 8.00 
Methyl 5.25@ 8.00 
Yara Yara (methyl ester) '50@ 1.75 
BEANS 
Tonka Beans, Para . 1.25@ 1.40 
Angostura 2.50@ 2.75 
Vanilla Beans 
Mexican, whole 4.00@ 4.50 
Mexican, cut 3.50 Nom'l. 
Bourbon, whole 3.75@ 4.25 
South American 3.50@ 3.75 


SUNDRIES AND DRUGS 


Acetone 06@ .08 
Alcohol, 190-pf. gal. .. 4.17@ 4.42 
Almond meal . ‘ 21@ ~~ .25 
Alum, potash . 03%@ .03'/, 
Aluminum chloride . .10@ 
Ambergris, ounce 25. 00@ 35.00 
Balsam, Copaiba 37@ «40 
Fir, Canada, gal. 9.50@ 12.00 
Oregon ‘ . 3.50 Nom'l. 
CR Tid ary 1.20@ 1.30 
ee, _ 55@ 57 
Beeswax, white 40@~~=.45 
yellow 30@ =.32 
Bismuth sub-nitrate .. 135@ 1.40 
Boric Acid, ton . . 125.00@ 140.00 


Calamine ee gine 
Calcium, phosphate ere 
Phosphate, tri-basic 
sulphate . - 
Camphor . 
Cardamon seed 
Castoreum . 
Cetyl Alcohol 

Pure 
Chalk, precip. 
Cherry laurel water, ‘gal. . 
Citric acid 
Civet, ounce 
Clay, Colloidal 
Cocoa butter lump . 


Fatty Acids (See page i 
Formaldehyde 

Formic Acid ; 
Fuller's Eearth, ton .. 


Guarana ... ‘ 

Gum Arabic, white . 
Amber ; 

Gum Benzoin, Siam ; 
Sumatra 

Gum galbanum 

Gum myrrh 


Henna, powd. ; 
Hydrogen peroxide . 


Kaolin 


Labdanum ; 

Lanolin, hydrous . 
anhydrous 

Lavender flowers . 


Magnesium, Carbonate .... 
Stearate 
Sulfate . 

Musk, ounce 


$.16@ .20 Oils, Vegetables (See page 

08@ .08% Oilbanum, tears ........... 

13@ ~~ «15 siftings ..... 

03%4,@ .04 Orange flower water, ‘gal. 

56@ «65 Orange flowers ........... 

. LIs@ 1.75 Orris root, powd. 
- 16.00@ 18.00 
75@ 1.50 EA eee 
. 190@ 2.15 Patchouli leaves 
.03'2@ .06!/, Petrolatum, white 
1.25@ Rages BS ao 
25@ .25!/ Potassium, Carbonate 
4.00@ 4.50 Hydroxide U.S.P. 

03@ .03!/, 

28@ — .30 Quince seed .. 

Reseda flowers ............ 

06@ . 7% Rhubarb root, a. shear ite 

.. &2@ Rice starch . soe 
. 15.00@ 33. ‘00 Rose leaves,  Gippeeeseaettes 
Rose water, gal. .......... 
70@ .85 Fr ot 
27@ 30 ON IIE, i.cbev sv seein 
MA@ 413 Sandalwood Chips .... 

1.10@ 1.45 Saponin eocces 

42@ 45 Soap, neutral white ‘ 

90@ 1.05 Sodium, Carb. Crys. 

40@ «45 Phosphate, Tribasic . 
DI noc cesses 
ele ah die eeaaee 

ue = Sulfur, precip. . 

Tartaric acid 

06@ 08 Titanium oxide . 
Tragacanth, No. | 

ar = Triethanolamine 

20@ = .24 Venice turpentine, gal. ... 

40@ ~~ .85 Vetivert root ........... 


Violet flowers . 


06%4@ .07!/, 


19@ ~~ .25 Zinc peroxide 
... 0244@ _ .03 Oxide 
. 15.00@ 25.00 Stearate 


14@ 30 
.07@ 10 
1.50@ 
.30@ 90 
.20@ 75 
04/4@ «07 
-16@ ~~ .20 
07@ I! 
-16@ ~~ .20 
14@ 19 
36@ 37 
50@ 1.00 
1.50@ 1.65 
38@ 45 
09 Nom'l, 
1.95@ 2.15 
1.25@ 
40@ ~~ .45 
45@ ~=—«.50 
1.75@ 
. &9@ ~~ 23 
. O1L44@ .02!/, 
02'2@ ~=.04 
25@ 28 
40@ 3.25 
!7@ 20 
22Y%4@ .22% 
20@ 22 
2.50@ 2.75 
45@ ~~ «50 
40@ _ ~—.50 
.30@ 
95@ 1.15 
1.10@ 1.75 
AZZ@~ «15 
21@  .28 








) 
uher-Cleached, Kk 


The 


HEADQUARTERS 


BRANCHES: 








KINDS 


THE RESULTS NEVER 


VARY WHEN YOU USE 
WHB SUPER-BLEACHED 


You use less beeswax. 
that is permanent. 


You get an emulsion 
Your cream retains the 


desired whiteness and velvety texture! 


This 100% 


cessed from correctly 


chosen 


Pure Beeswax is correctly pro- 


crudes 


bleached by masters in the art of bleaching 


beeswax, 
of experience. 


Know the 


varying Ask for 


results. 


sample box! 


satisfaction and economy 


the result of nearly a half century 


of un- 


a complimentary 


W. H. BOWDLEAR Co. 


FOR ALL 


OF WAX FOR COSMETICS 
SYRACUSE « NEW YORK 


BROOKLYN: L. A. 
CHICAGO: Riviera 
DETROIT: J. L. Matthieu Sons, 
SAN FRANCISCO: H. R. 


Barber, 74 S. 
Products Co., 


Laist Co., 





The American Perfumer 


Portland Ave. 
215 W. 
1383 Cadillac Blvd. 
Rialto Building 


Ohio St. 









ae 
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put VITAMIN F 


in your cosmetics e i 
gales 


and watch 


Te public has been reading about the 
protective and beneficial properties of 
cosmetics containing Vitamin F. Newspaper 
and magazine publicity has created an im- 
mediate and expanding demand for this 
valuable ingredient. Companies who have 
already incorporated Vitamin F in their cos- 
metics and labeled them as containing 
Vitamin F are now experiencing a most grati- 
fying increase in sales. 


So confidently we say: "Put Vitamin F in 
your cosmetics, and watch your sales go up! 


The public is demanding Vitamin F Cos- 
metics. It has come to realize that VITAMIN 
F DEFICIENCY may cause 


1. Dryness, roughness, scaliness of skin 
2. Brittleness and roughness of nails 
3. Brittleness, thinning of hair, dandruff 


Thus Vitamin F has become an essential in- 
gredient for those manufacturers who wish 


to give maximum consumer satisfaction and 
increase the sales-appeal of 


Cleansing and Nourishing Creams, 
Hand Creams, Skin Oils, Hair Tonics, 
Shampoos, Manicure Preparations, Per- 
manent Waving Supplies, Brushless and 
Lather Shaving Creams, Lipsticks, 
Soaps, Oatmeal Facials 


. -. and other products where Vitamin 
F is NOW BEING USED—with pro- 


nounced success. 


important: Use only Vitamin F concen- 
trate which carries a certified biological 
assay. The CONCENTRATE IS ALWAYS 
LESS EXPENSIVE AND MORE CERTAIN 
THAN ALL OF THE NATURAL SOURCES 
WHICH IT DISPLACES. Sample '/4 gal. of 
Vitamin F (50,000 units per gram), certified 
and re assayed, is now available 
at $10, ready for use in cosmetic products. 
Send for it. Use the convenient coupon today! 


PHARMACEUTICAL 
SPECIALTIES CO. 


A DIVISION OF 


ARCHER-DANIELS-MIDLAND CO. 
NEW YORK—WOOLWORTH BLDG. 


155 EAST OHIO STREET — CHICAGO on 
(PIONEERS IN THE INDUS- 7 
TRIAL PRODUCTION OF THE ° nr = 
ORIGINAL COLD - PRESSED o ua 3 
STABILIZED AND BIO- 7 + CS} TO 
LOGICALLY ASSAYED 
WHEAT GERM OIL—VITAMIN E) nie™ PHARMACEUTICAL 
nv & SPECIALTIES CO, 
Woolworth Bldg., N. Y. C., Dept. D8 


$10.—(Send quantity prices.) 


NAME.... 


FIRM 


ADDRESS 


February, 1937 


—Check is attached for '/4-gallon of VITAMIN F (50,000 units per gram) at 








Tuis department is conducted un- 
der the general supervision of How- 
ard S. Neiman, contributing editor 
on patents and trade marks. This 
report of patents, trade marks and 
designs is compiled from the official 
records of the Patent Office in Wash- 
ington, D. C. We include everything 
relating to the four coordinate 
branches of the essential oil industry, 
viz.: Perfumes, Soaps, Flavoring Ex- 
tracts and Toilet Preparations. 

Of the trade marks listed, those 
whose numbers are preceded by the 
letter “M” have beén granted regis- 
tration under the Act of March 19, 
1920. The remainder are those ap- 
plied for under Act of February 20, 
1905, and which have been passed 
to publication. 

Inventions patented are designated 
by the letter “D.” 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 


to 


PATENT AND TRADE Mark 
DEPARTMENT, 
THE AMERICAN PERFUMER, 
9 East 38th St., New York City. 


Trade Mark Registrations 
Applied for 


(Act of Feb. 20, 1905) 


These registrations are subject to oppo- 
sition within thirty days after their publi- 
cation in the Official Gazette of the United 
States Patent Office. It is therefore sug- 
gested that our Patent and Trade Mark 
Department be consulted relative to the 
possibility of an opposition proceeding. 

362,427. “Speedee.” William H. Love- 
land Co., Binghamton, N. Y. (Jan. 25, 
1935.)—Toilet preparations. 

369,371.—See Illustration. The Nu-Ez 
Corp., Detroit, Mich. (July 29, 1935.) 
Protective lotion for the hands which forms 
an invisible film when applied for house- 
hold use. 

:72,662.—"* MIKROKLENE.” 
Laboratory, Inc., St. Paul, Minn. (May 1, 
1935.)—Cleaning compound for all types 
of hand washing. 

375,333. See 


Economics 


Illustration. Augustus 
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Neiman 


Hilson, 
Niagara Falls, N. Y. (Nov. 1, 1935.) 
Face pack. 

381.795. 
soap. Products Co., 


Frederick Mack, Jr.. doing business as J. Hamilton, Ont., 
Mack Brothers Products, Miramar, San 
Diego, Calif. (Dec. 1, 1934.)—Cleansing 


cream having incidental properties as a 


Canada and 


Atlanta, Ga. (July 7, 1936.) 
Coconut oil shampoo, almond beauty 
Jeurelle-Seventeen, Inc., New York. (Feb. lotion, lemon cleansing cream, vanishing 
19, 1936.)—Toilet prepcrations. 
376,438.—"“IRFE.” Parfums Irfé, Ltd., 
London, England. (Feb. 28, 1935.)—Per- 


375,804. — “Queen Alexandria.” Maison 


cream, etc. 
382,653. See Illustration. Associated 
Distributors, Inc., Chicago, Ill. (Dec. 10, 


fumes toilet waters and hair lotions 193: i spir. ipsti r 
'. ? . 932.) Anti- erspirant, li ) tick ouge 
37 ‘ 4 6. 37 ‘ 4 ) See Illustrations f a V : Ww , s “ 
PUD, ‘ stoi. “ @ ° ace powder, ey ela: h and ey ebro y mascara, 


Color Instrument Corp., New York. (Apr. 
1, 1935.)—Face powder. 

378,764. “UNITAINER.” The Sun 
Tube Corp., Hillside, N. J. (Apr. 7, 1936.) 


Collapsible metal containers. 


etc. 
382,922.—“BEAUTY SLEEP.” William 
McClenaghan, New York. (Aug. 31, 1936.) 
Combination of a facial cream and mask. 
380,521.—See Illustration. The Charles 383,134.—See Illustration. Lewis-Martin 
Marchand Co., New York. (Jan. 5, 1905.) S hm Noumm, M. 9. (iter, 3, ER) 
—Gold hair wash, peroxide of hydrogen, Flavoring ae for food purposes. 
castile shampoo, ete. 383,760.—See Illustration. Mayor Wal- 
381,618.—See Illustration. Alexander R. (Continued on page 102) 
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See Illustration. Abbe Wallace 
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OUR FACTORY PRODUCTS 


* EXCELLENT QUALITY * 
THE CHOICE OF MANY PERFUMERS 


Hand Pressed SWEET ORANGE OIL, L.H.C. 


20% Terpeneless 
40% Terpeneless 
60% Terpeneless 


TOHI OIL, P.J.V. 


Distilled from Japanese 


mandarin orange peels. 





A trial will convince you that our products are economical to use 
Write for samples and prices today! 


Correspondence solicited with Companies Qualified to Act as 
American Representatives. 


Il. HAYAKAWA & COMPANY 


3-CHOME, ASAKUSABASHI, ASAKUSAKU 
TOKYO, JAPAN 


Cable Address: “NIOMISI-TOKYO” 





February, 1937 


Pennsylvania Hotel 





PEOPLE WANT COWS 


One of the fondest pastimes of merchandising executives is 
that of trying to chart the impulses and reactions of the con- 
sumer. It is a disillusioning task. Human beings deny the 


pat definitions alike of sales executives and psychoanalysts. 


Chart this one: an Associated Press dispatch from London 
reports the advent of high popularity for a box of chocolates 
when its cover design was changed from that of a pretty girl 
to a cow. “We just can’t sell candy boxes with pictures of 
pretty girls on them,” reports the perplexed candy maker. 


“People want cows.” 


There will be neither reaction charts nor bovine candy 
boxes at the Seventh Packaging Exposition and concurrent 
conferences of the American Management Association. But 
for the shrewd merchandising executive there will be what is 
of far more practical value: a vast fund of merchandising 
ideas, of the machinery, materials, supplies and services vital 
to successful packaging, packing and shipping. You will 


find it an illuminating and profitable event. 


SEVENTH PACKAGING EXPOSITION 
New York 


MARCH 23-26 
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nut Hair Dye Co., Inc., Kansas City, Mo. 
(Sept. 1, 1935.)—Hair dye. 

383,403.— “CANDLE LIGHT.” Parfum- 
erie St. Denis, New York. (May 15, 1936.) 

Toilet preparations. 

383,451—“OLD SPICE.” Shulton, Inc., 
New York. (Aug. 26, 1936.)—Shaving 
cream, shaving sticks, shaving powder, 
hand soaps, toilet soaps, etc. 

383,605. — “LECTROSTATIC.” Tokalon 
Chemical Corp., New York. (Sept. 10, 
1936.) Face powder and skin cream. 

383,798.—See Illustration. B & L Lab- 
oratories, Inc., Chicago, Ill. (June 25, 
1936.) —Saponaceous material having inci- 
dental water softening properties for form- 
ing bubbles for use in the bath and the 
like. 

383,872. — “LE MASQUE  PORCE.- 
LAINE.” Caron Corp., New York. (Sept. 
29, 1936.) —Facial packs and masques and 
toilet creams. 

384,073.—See Illustration. Dentos Denti- 
frice Co., Chicago, Ill. (Sept. 23, 1936.) 
—Tooth paste. 

384,294.—“EMIR.” Les Parfums de 
Dana, Inc., New York. (Aug. 24, 1936.) 
Perfumes, toilet water, cologne, powder, 
rouge. 

384,393.—See Illustration. Delphine E. 
Summers, Wichita, Kans. (Aug. 25, 1936.) 
—Concentrated perfume. 

384,416.—See Illustration. Fries & Fries, 
Inc., Cincinnati, Ohio. (Apr. 29, 1930.) 
Alcoholic wine flavoring compounds. 

384,469.—See Illustration. Majestic Wav- 
ing Co. Inc., Chicago, Ill. (Sept. 11, 
1936.) —Permanent waving solutions. 


I HIS is a photograph of our beeswax fac- 


tory. It shows the large and numerous bleaching racks 
where—during the summer months—the beeswax lays in 


the open air and bleaches in the sunlight. 


384,477.—See Illustration. Kay Renelli, 
Brooklyn, N. Y. (Dec. 1, 1935.)—Toilet 
preparations. 

384,519.—See Illustration. Ever-Dry Lab- 
oratories, Inc., Los Angeles, Calif. (Jan. 
1, 1933.)—Toilet preparation to prevent 
excessive perspiration. 

384,706.—See Illustration. Helen Hech- 
man, New York. (Oct., 1931.)—Extract 
for producing foam for therapeutic, hy- 
gienic and beauty purposes. 

384,799.—See Illustration. Mathilde G. 
Kling, doing business as Nic-Off Co., Chi- 
cago, Ill. (Apr. 1, 1936.)—Stain removing 
cream. 

384,834. “SHOCKING.” Schiaparelli, 
Societe Anonyme, Paris, France. (Aug. 11, 
1936.) —Perfumes, toilet waters, rouge, lip- 
stick, and face creams. 

384,861.—“Padola.” Padola Corp., New 
York. (Apr., 1936.)—Brushless shaving 
cream, all kinds of soaps. 

384,910.— See Illustration. Syndicate- 
Alliance Trading Co., Inc., New York. 
(Sept. 30, 1936.)—Hand or toilet soap. 

384,922.—See Illustration. Joseph Don- 
ner, doing business as Sweepstakes Phar- 
acal Co., Chicago, Ill. (Aug. 1, 1936.)— 
Cold cream. 


385,047.—“COSMIC RAY.” Los Angeles 
Soap Co., Los Angeles, Calif. (Oct. 12, 
1936.)—Toilet soap. 

385,064.—See Illustration. Rilling-Arnao 
Co., Minneapolis, Minn. (Sept. 18, 1936.) 

Thiophated shampoo. 

385,153.—“Abano.” Prince Matchabelli 
Perfumery, Inc., New York. (Oct. 15, 
1931.) —Perfumes and bath oils. 

385,244.—See Illustration. Arkios, Inc., 





New York. (June, 1934.)—Chemical prod- 
ucts in cream, powder and liquid form hav- 
ing deodorant and cooling properties. 

385,307.— See Illustration. Paul  T. 
Schweyer, Los Angeles, Calif. (Sept. 15, 
1936.)—Hair color restorer and tonic. 

385,533.—See Illustration. National Re- 
tailer-Owned Grocers, Inc., Chicago, Ill. 
(Oct. 13, 1936.)—Laundry soap. 

335,601—“MODERN MIRACLE.” Lydia 
O'Leary, Inc., New York. (Apr., 1936.) 
Cosmetic preparation for obliterating birth 
marks and other skin blemishes put up in 
liquid, cream and stick forms; liquid thin- 
ning lotion, face powder, lipstick, dry and 
cream rouge. 

385,688.—See Illustration. Douglass & 
Cefaratti, Darby, Pa. (Aug. 25, 1936.) 
Hair tonic. 

385,727.—“DELCOLINE.” Davis & Law- 
rence Co., New York. (July, 1917.) 
Dressing for slight wounds and cuts, de- 
odorants, mouth wash and gargle. 


Trade Mark Registration Granted 
(Act of March 19, 1920) 


These registrations are not subject to 
opposition. 


M342,200.— “ORANGE PETALS.” 
Vimay-Chany, Inc., doing business as 
Prince de Chany, Inc., Culver City, Calif., 
assignor to Vimay Parfums, Inc., Culver 
City, Calif. (Sept. 26, 1935. Serial No. 
371,190.) —Perfumes. 

M342,406. See Illustration. William 
Willer, doing business as Willer Labora- 

(Continued on page 105) 





We have had 80 years’ experience in this method of bleach- 
ing beeswax by the sun. It excels all other methods. It 
does not bring the beeswax in contact with any chemicals. 
It results in a pure beeswax of high quality, especially 


suitable for cosmetics. 


SUN-BLEACHED AND YELLOW BEESWAX ®@ 


KOSTER K 


In the Middle West: Walter H. Jelly & Co. Inc., 412-420 N. Western Avenue, Chicago, Ill. 


February, 1937 


EUNEN 


SAYVILLE (LONG ISLAND) NEW YORK 
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A los fabricantes de 


PREPARADOS PARA EL 


















TOCADOR Y JABONES 


en 
CUBA, PUERTO RICO, MEXICO 
Y AMERICA DEL SUR 


ENVIENNOS su nombre y direccién escri- 
tos en su propio membrete comercial e in- 
dic4ndonos las clases de preparados de to- 
cador que Uds, fabrican, y les remitiremos 
sin costo alguno un surtido de nuestros 
més nuevos, mejores y mas modernos pro- 
ductos arom&ticos, asi como instrucciones 
completas para el uso en la fabricacién de 


sus cosméticos, jabones, etc. 


COMPAGNIE DUVAL 


121-123 East 24th Street, New York, N. Y. | 


Aceites esenciales, substancias quimicas aromdaticas, 


Materias primas para perfumes y sabores 


Write for 


free copy 


of the one 


BRITISH 
Trade 


Journal 


which deals exclusively with the 
evolution, packaging and market- 
ing of Soap, Perfumery, Cosmet- 
ics and allied products. ‘SOAP, 
PERFUMERY & COSMETICS” 
is the accredited organ of the in- 
dustry throughout Great Britain 
and the British Empire. Its news 
and technical articles are up-to-min- 
ute and the journal is really in- 
dispensable to all engaged in the 
industry in any part of the world. 


One year—$3. Two years—$5 


SOAP 


PERFUMERY 
& COSMETICS 


102-5 Shoe Lane, Fleet St. 
LONDON, ENGLAND 
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(Continued from page 103) 
tories, New York. (Feb. 13, 1934. Serial 
No. 373,182.)—Mouth wash and gargle. 

M342,641.—See Illustration. H. A. John- 
son Co., Boston, Mass. (Mar., 1911. Serial 
No. 376,283.)—Food flavoring extracts and 
vanilla beans. 

342,646. — See Illustration. Standard 
Spirits Corp., Boston, Mass. (Mar., 1934. 
Serial No. 385,543.)—Pure alcohol and 


grain alcohol. 


Reissues 
20,222.—Vanity case. Alfred F. Reilly, 


North Attleboro, Mass., assignor to Evans 
Case Co., North Attleboro, Mass. Original 
No. 2,001,690, dated May 14, 1935. Serial 
No. 598,910. March 15, 1932. 


Patents Granted 


2.065.800. 
New York. 

2,066,208.—Soap composition. John B. 
Lewis, Cranford, N. J. and John C. Bird, 
Germantown, Pa., assignors to Standard 
Oil Development Co., corporation of Dela- 
ware. 

2,066,226. Vanity case construction. 
Alfred F. Reilly, North Attleboro, Mass., 
assignor to Evans Case Co., corporation of 
Massachusetts. 

2,066,390.—Closure for containers. Brent 
F. Cahoon, Kew Gardens, N. Y., and How- 
ard C. Seaman, Jr., Short Hills, N. J., 
assignors of one-half to Armstrong Cork 
Co., a corporation of Pennsylvania, and 
one-half to Captive Closures, Inc., New 


Samuel Freeman, 


Lipstick. 





York, a corporation of Delaware. 
2,066,534.—Holder for cosmetics or the 
like. Alex Limbach, Carmel, N. Y. 
2.066.708.—Closure for bottles or other 
containers. Samuel D. Young, Edgbaston, 
Birmingham, England, assignor to Alumi- 
num Co. of America, Pittsburgh, Pa. 
2,066,792.—Collapsible tube container. 
Neil R. McLeod, Upper Montclair, N. J. 
2,066,947. Collapsible tube. Frederic 
Remington, Elizabeth, and Lambert Sig- 
fred Linderoth, Jr.. Newark, N. J., as- 
signors to Peerless Tube Co., Bloomfield, 
N. J. 
2,067,117.—Sealed container. 
M. Carhart, Clarendon, Va. 
2,068,389.—Closure cap and liner there- 
for. James Sterling B. Smith, Bellport, 
N. Y., assignor to Anchor Cap & Closure 
Corp., Long Island City, N. Y. 
2,068,415.—Purification of alcohols. Ken- 
neth H. Klipstein, Short Hills, N. J.. as- 
signor to the Calco Chemical Co., Ine., 


Bound Brook, N. J. 


Elizabeth 


Designs Patented 


D102,629.—Design for a vanity case or 
similar article. David W. Dunberg, New 
York, assignor to Jacques Kreisler Sales 
Corp., New York. 

D102,638.—Design for a tube or similar 
container. Ferdinand W. Nitardy, Brook- 
lyn, N. Y., assignor to E. R. Squibb & 
Sons, New York. 

D102,758.—Design for a combination 
bottle and Cap. Jacques Manoha, N. Y., 
assignor to Houbigant, Inc. 

D102,768.—Design for a bottle. 





SNOWFLAKE BEESWAX: 


John F. Peters, Leonia, N. J., 


Claire 








Allen Rossman, Bayside, N. Y. 
D102,770.—Design for an atomizer case. 
Frederic A. Vuillemenot, Toledo, Ohio. 
D102,857.—Design for a powder can cap. 
assignor to 
American Can Co., New York. 


FOREIGN OPPORTUNITIES 


Under this heading are presented 
opportunities for the sale of toilet 
preparations, perfumes, flavors, soaps 
and other 
countries. 


preparations in foreign 

Complete information 
will be furnished gladly to manu- 
facturers of finished products inter- 
ested any of these opportunities. 

l. Norway. A company in Oslo 
with its own line wishes to represent 
a line of American toilet prepara- 
tions. 

2. Uruguay. Representative in 
Montevideo wants lines of finished 
preparations. 

3. Ceylon. Firm in Colombo wants 
lines of toilet preparations for sale 
there and in India. 

Austria. A company with or- 
ganization and warehouse in Vienna 
would like to represent toilet prepa- 
rations houses. 


sun-bleached 
and filtered 





THE finest beeswax, bleached to snowy whiteness and 100% pure..... 


The ideal base for really fine creams. 


E- Ace BROMUND co. 


BLEACHERS AND REFINERS OF BEESWAX 


FRANK B. TRACY, 201 N. Wells Bldg., Chicago, Ill. 


February, 1937 





nrenenens 


C. L. L[ORNS, 619 Clark Ave., St. Louis, Mo. 


Samples and quotations on request. 


258 BROADWAY, NEW YORK 


Beeswax Bleacheries and Refineries in Morris County, N. J. 


ESTABLISHED 


18 8 0 


R. PELTZ CO., 112 S. 16th St., Phila., Pa. 
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VELIZAR 
BAGAROFF 
OTTO OF ROSE 


Velizar Bagaroff Otto of Rose is again available 
in all markets under his own label. 


This quality product is especially worthy of your | 


consideration. 
+ 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


AVENDE| 
ALTITUDE 


It costs more than inferior 





Ol 


oils; — it's real Lavender. 


Selected from the finest producing regions, rep- 





resenting the highest standard in quality, odor, 


uniformity. 


“JE Ofpefte Effence Diftiltrs” 


W. J. BUSH & CO. 


INCORPORATED 


NEW YORK, N. Y. 


LONDON MITCHAM 
MESSINA GRASSE 
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Your own brand 
of cosmetics... 


must bring you a satisfactory profit— ’ 
but above all must possess merit and 
distinction. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- ' 
aged but not labeled, or in bulk if you 
want to do your own packaging. i 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 








We list only the fast selling items. If what 
you need is not listed, let us know and 
we will advise you promptly regarding it! 


CREAMS Sundries (Cont'd) Liquids (Cont'd) i 
Acne Cream Rouge After Shave i 
All Purpose Eye Shadow Lotion 
Bleach Dusting Powder Deodorant 
Cleansing 
Cocoa Butter 
Cold LIQUIDS FACE POWDER k 
Foundation Perfumes More than 70 f 
Lemon Toilet Water shades of the 
Tissue Shampoo highest grade in 
Beauty Mask Hair Tonic Light, Med. and 
Clay Pack Lotions Heavy’ weight 
Deodorant Skin Tonics carried in stock. 

Astringent The quality of 
SUNDRIES Brilliantine our Face Pow- 
Rouge Compact Powder Base der has a world 5 


Lip Sticks Muscle Oil wide reputation. 


“Klinker 


MFG. 4G. COL 





9200-9210 Buckeye Rd., Cleveland, Ohio 
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(Continued from page 84) 
cel, the French originator of the mar- 
cel wave, who died last June. Among 
the interesting addresses was a talk 
on the Chemistry »f Hair Dyes, Hair 
Tints, and Hennas by George C. 
Shakour, of the Shakour Laborato- 
ries. 

New officers elected by the Mass. 
State Hairdressers and Cosmetolo- 
gists Association of New England, 
Inc., are: Alice G. Hart, Springfield, 
president; Mrs. Lottie Harriman, 
North Adams, vice-president; Henry 
Wood, Athol, financial secretary; 
Mrs. Gladys Garofano, Lynn, record- 
ing and corresponding secretary; Sa- 
rah Rafter, Worcester, treasurer; Al- 
ice Rose Cyr, Brockton, sergeant-al- 
arms. 

There were about eighty well deco- 
rated booths. Exhibitors included 
concerns in many different States, 
with New England in the ascendancy. 

Proctor & Gamble’s new advertis- 
ing talkie, “In Your Mirror” featur- 
ing Drene shampoo, which made its 
debut at the show, proved a genuine 


attraction. 
T. Noonan Sons Co., of Boston, 
had a decidedly interesting booth for 





the display of its new “Vitamin 
F” products. Other Noonan booths 
stressed the lines of Theo. A. Koch 
Co., Nestle Le Mur, and Thermique. 

Ferdinand Ruggiero of Boston had 
an attractive booth, in charge of Miss 
Isabella Crombie, who showed the 
wide line of creams, clay packs, and 
lotions. 

An exhibit that interested everyone 
was that of the Sheltered Workshop 
of the Boston Tuberculosis Associa- 
tion, 35 Tyler St., Boston. Articles 
made by the handicapped, which 
were on sale, included a well made 
white rayon taffeta gown for the hair- 
dresser or laboratory worker. In pat- 
ronizing this organization, help is ex- 
tended to many persons fighting 
their way back to health. Articles 
may be ordered from the association 
by mail. They are glad to cooperate 
in producing special types. 

Other exhibitors included: Wella 
Waving Corp., Marvene Co., John H. 
Breck Inc., Admiracion Laboratories, 
Inc., National Mineral Co., A. Bres- 
lauer, Inc., J. Schanzenbach & Co., 
New Ray Co., Sales Affiliates, Inc., 
Banford Academy, Martin Bros. Elec- 
tric Co., Kenra Laboratories, Inc., 











Wilfred Academy, Bonat & Bonat, 
Inc., Lini’s Mfg. Co., Inc., F. W. 
Fitch Co., Frankel Smith, New Der- 
ma Cream Co., Shakour Labs, E. E. 
Tower Co., S. Bernstein Co., Couturé, 
Inc., and others. 


Kentucky Cosmetic 
Tax Is Repealed 


The legislature of 
the state of Kentucky has repealed 
the ten per cent excise tax on cosmet- 
ics. Repeal will be effective 90 days 
after the adjournment of the legisla- 
tive session. It is expected that ad- 
journment will be about the end of 
January. 


Delv Business Separated 
by Primrose House 


Primrose House has 
separated the “Delv” all purpose 
cream business from its regular treat- 
ment lines and has organized Delv 
Ltd., to handle the “Delv” operations 
exclusively. The new company will 
operate as a subsidiary maintaining 
its own sales organization and mer- 
chandising policy apart from the oth- 
er Primrose House products. 


A CHEMICALLY PURE 


EMULSIFIER 


la US@Ss Asa base for oil-in-water greaseless creams, lotions, ointments. For modern soapless 
creams (no saponification is necessary). For improving the stability and appearance of stearate 
creams and also preventing water separation due to freezing. For the better grade of lipsticks, 
mascaras and rouges (in place of all or part of the beeswax.) For superfatting soaps. 


—_> advantages: Gives non-alkaline creams. A _ ready-base, no saponification or 


alkalies necessary. Greaseless creams easily prepared with it. Resistance of creams and ointments 
to freezing—no thickening or water separation. Has greater dermatological value than emulsions 


made with Stearic Acid. 


- 
— write today for experimental sample and folder giving detailed instructions for use in 
Vanishing Cream, Greaseless Ointments, Hand Lotions (Non Sticky), Greaseless Tissue Cream, 


Sun Tan Lotions. 


Th. GOLDSCHMIDT (rp. 9 wsveny race 


245 Union Blvd., St. Louis + 2260 East 15th St., Los Angeles + 325 W. Huron St., Chicago + 80 Boylston St., Boston + 64 Wellington St., West, Toronte 


February, 1937 
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Daas ee ESSENTIAL OILS 


from we have been supplying the 


Ce LY C ©) careful buyer 


By Edward Rosendahl 


A Quick Way To 
Solve Those “’Special Problems” 


What does a Chemist do when he is working on 
In a a that requires experimenting with 
a number of different materials that are not on hand? 


Ih Suppose he had a problem on emulsions. He knows 
somewhere there is just the right emulsifying agent. 


I But he is not sure what it is or where he can get 
it quickly. He writes for information. That takes 
time. And he doesn’t always get the right material. 


hk Now suppose at the very start he had at his finger 

tips a whole series of emulsifying agents to work 
with. His experiments could be completed quickly. It 
wouldn’t be necessary to make requisitions for a number 
of different materials. Valuable time would be saved. 


The Answers at Your Finger Tips 


In GLYCO is now offering this unique service. Listed 

below are a number of sample working assort- 
ments. They will serve a wide range of purposes. Any 
of these assortments are available to chemists at cost of 
materials and handling. Complete descriptive literature 
comes with each package. 

ASSORTMENT A-—Emulsifying Agents: Consists of a series of 15 
different emulsifiers (1 lb. of each) covering all types of 
emulsions, liquid, paste, acid, neutral and alkali . $7.86 

ASSORTMENT B—Synthetic Waxes: A series of 6 synthetic waxes 
(1 lb. of each) of varying melting points and hardness. $2.05 

ASSORTMENT C= Wax Emulsions: Consisting of 1 lb. each of 
Carnauba Wax Emulsion, run Wax — a 
Paraffin Wax Emulsion. . $1.1 

ASSORTMENT D=— Water Soluble Sestnes " each of 5 water 
soluble resins ranging from liquids to solids . . $2.15 

ASSORTMENT E = Wetting Agents: Two penetrating agents, (1 Ib. 


each), one liquid and one solid a iatteins stable in acids, 
alkalis and hard water . . . . $1.30 


ASSORTMENT F = Thickeners: A series of 5 products ( ‘1 Ib. each) of 
the colloidal gum type, water dispersible wax type. $2.76 
ASSORTMENT G — Oil Soluble Colors: %4 lb. each wend color Black, 
Blue, Brown, Green, Red, Yellow . . - »« $750 
ASSORTMENT H — Water Soluble Colors: 1% Ib. each of Aquafarb 
Blue, Brown, Golden Yellow, Olive Green, Red. $7.25 
ASSORTMENT |! = Glycerin substitutes: A series of 5 glycerin sub- 
stitutes (1 Ib. _— for Pape =e from edible 
to non-edible . — oo « CSO 
All axten F. O. B. ue York 


ORDER YOURS NOW 


GLYCO PRODUCTS COMPANY, Inc. 
148 Lafayette St. (Dept. 27), New York City 




























for three score years: 


on Bay 


Bois de Rose Brazilian 
“ Cassia Redistilled U.S.P. 


“ Cananga Rectified 





“ Geranium African 
“ Geranium Bourbon 
“ Lemon Italian 

“ Orange Italian 

“ Peppermint Natural 


“ Peppermint Redistilled 


Vanilla Beans 


We carry complete stocks of the various 
qualities, and will be happy to submit 
samples and quotations at your request. 


Tonka Beans 


We cordially invite your inquiries. 


nT EL LT rh 





ARTHUR A. STILWELL & C0. 









Please send me immediately the assort- INCORPORATED 
ment(s) I have checked below. . IMPORTERS - EXPORTERS - MANUFACTURERS - 
ce ee ee ae a a ee ee eee 
601 W. 26th ST. 350 N. CLARK ST. 






Name. 





NEW YORK CHICAGO 


“4N UNIMPAIRED RECORD SINCE 1878” 





Stree 
City State 


CO Remittance enclosed Charge my account 0 Send C.O.D. 
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(Continued from page 52) 
when de Navarre used it in creams 
to the extent of 200 vitamin D units 
per ounce, a marked improvement in 
the condition was noted, new tissues 
are said to have been generated, while 
wrinkles and crowsfeet are claimed 
to have disappeared. 

Quite apart from viosterol, there 
are various other vitamin-containing 
products that are undoubtedly bene- 
ficial to the skin when properly ap- 
plied in the form of a tissue cream. 
I refer to such very useful oils as 
turtle oil (which is also said to con- 
tain natural hormone substances) 
fish liver oils, and avocado oil. The 
latter is perhaps one of the most 
interesting of recently popularised 
cosmetic ingredients rating in this 
respect with cetyl alcohol. 

I present the following formulae 
as typical of that class of “skin-re- 
juvenating” cream which prefers to 
avoid entirely the use of added 
cholesterin, in favor of a purely “na- 
tural” type of preparation based 
largely on vegetable fats and waxes 
with occasionally a little turtle oil. 
From the indications given in these 
formulae, readers should be able 


without any difficulty to devise their 
own finished products. 


Turtle Oil Cream 
Turtle oil (pale eeneNT 10 g. 





Diglycol stearate ...... 3 ee 
Liquid paraffin ses, ee 
Lanolin absorption bese. ae y 
Perfume .... setidanuds ia 
Distilled water ae 

100 g. 


The procedure consists of melting 
the fats and wax and stirring in the 
hot water at a temperature of 170° F. 
The perfume is added with slow stir- 
ring when the batch has cooled to 
about 120° F., after which the stir- 
ring device may be switched off, and 
the batch allowed to cool. 

Considerable variation may be 
made in the formula as follows: 


Avocado Tissue Cream 





Avocado oil ...... 20 g. 
Lanolin absorption base 10" 
Stearic acid ; eats 5“ 
Cetyl alcohol re ee § ' 
Beeswax . denen 5 
Almond oil eae ee 25 ' 
Preservative . ' 
DD bc cada eecee cies 0.8 " 
Borax .... era .” 
Distilled water : ae 
100 g. 





The water and borax are brought 
to a temperature of 165° F. and are 
then added to the molten fats, oils 
and waxes. Careful heating and con- 
stant stirring are essential, the per- 
fume being added when the tempera- 
ture has dropped to about 120 de- 
grees F, 

Experiments with fish liver oils 
carried out in my laboratory show 
that useful quantities of cod liver 
and halibut liver oils may with defi- 
nite advantage be included in certain 
types of tissue cream and skinfood. 
The characteristic fishy odor is oc- 
casionally difficult but by no means 
impossible to mask successfully. My 
own opinion is that these oils should 
be added without hesitation to the 
list of outstanding raw materials of 
combined cosmetic and dermatologi- 
cal utility. 

A final suggestion is in connection 
with pre-treatment of the skin before 
the application of rejuvenating 
creams. Here some form of soluble 
sulfur preparation is of definite merit, 
as it helps considerably to clear up 
bad conditions of the skin which, 
while they exist, render curative and 
regenerative treatment impossible. 
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note of the present vogue. 
for cosmetics, $8.00 per pound. 


11 WEST 42ND STREET, 


ESSENTIAL OILS, AROMATICS AND FLAVORING PRODUCTS, FRUIT JUICES AND CONCENTRATES 


The Grapefruit Blossom of Florida 


Blends well with Gardenia or can be used alone for a new 
For Perfume, $24.00 per pound, 
Sample ounce, $1.50. 


WARREN E. BURNS, ve. 


CHICAGO, ILL. 
NEW YORK CITY, N. Y. 


HURON STREET, 






: CITRUS BY-PRODUCTS 









U.S.P. POWDERED CASTILE SOAP 


POWDERED NEUTRAL SOAP 


SHAMPOOS (Liquid Only) 
COCONUT ¢ OLIVE OIL ¢ CASTILE 














Specially prepared for repackaging 
CLARITY ASSURED 
Send for price list and samples 























PERFUMES : 






HAIR TONIC 
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BRILLIANTINE 


MR. ALEXANDER SAYS: | 





TOILET WATERS : 


: NAIL POLISH 
: TALCUM 


CARLOVA 'Nc. 


: ALL TYPES OF POWDERS 


KRANICH SOAP COMPANY, 


54-60 RICHARDS STREET 






INC. 
BROOKLYN, NEW YORK 











ALL TYPES OF CREAMS 
: ALL TYPES OF LOTIONS 


BINGHAMTON 
NEW YORK 




















AT THE BISMARCK 
V 


Ideally situated in Chicago. Cheerful, unobtrusive 
service and guest rooms that offer the ultimate in 
excellent living. Famous dance orchestras and 
sparkling floor shows await you in the beautiful 
Walnut Room. 


Rooms with bath, 
$3.50 up. 


Rooms without 
bath, $2.50 up. 
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TELEPHONE BEEKMAN 3-3156-3162 

M e W * PARSONS CABLE ADDRESS PARSONOILS, NEW YORK 
IMPORTS 55 ANN STREET 
PLYMOUTH ORGANIC LABORATORIES - INC: NEW YORK-:N-Y°U:S:A> 


PLYMOUTH POWDER BASE No. 7 


Since the introduction of this new face powder material more than a year ago sales of 
it have constantly increased because the use of it actually represents a development 
in fine face powders. 


Its exceptional silky, soft, smoothness, the complete absence of odor and the ex- 

tremely fine particle size of it, plus extraordinary adhesiveness actualiy improves a 

face powder in which it is used. As little as 5°, added to your formula will bring 
about this result although it is being used in some face powder to the extent of 15°, 
: and a formula is offered showing its use in this percentage. 


Samples are at your disposal and we believe that this is one of the Plymouth prod- 
ucts which warrants a serious investigation by every face powder manufacturer be- 
cause it has real merit. 


A complete line of Cosmetic Raw Materials 














ll Your IMMEDIATE ATTENTION IS 
CALLED TO THIS NEW No. 17 Type A 
| IMPROVED AUTOMATIC TUBE FILLING, 
|| CLOSING AND CRIMPING MACHINE 
for SEALING COLLAPSIBLE TUBES 


ill The famous COLTON CLOSURE machine has 
HH been greatly improved and simplified. It now 





























HWHHHI offers you these new advantages: 
| 
I | 1. Motor is underneath, out of the way. 
2. Equipped with REEVES drive for speed control. 


HHI 3. New design filling head makes machine operation more 
smooth than before. 





4. Start and stop push button switch. 


5. Two handy levers. One for starting machine proper. 
One for stopping starting filling mechanism. 


All of these improvements — yet no increase in 


price. Write today for a sample tube and full 
information on this machine. 


| ARTHUR COLTON CO. %itdsfersu tracts 


February, 1937 iil 
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An old established product 


worthy of your trial. 


A desirable adjunct to your 





present compositions 


whether Floral or Bouquet. 













Also 


alone, in creams especially. 


excellent for use 


Ee 
x 

i 
F. 
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TRIAL OUNCE 50c 


BELMA Yine. 


BLENDERS OF ODORS TOTHE 
TRADE FOR MANY YEARS 








116-120 East 27th St., New York 


It's no accident that Ritchie packages win favorable 
a attention at the point of sale. For seventy years of 
‘IMPROVED 
WORLD 
LABELER 


packaging experience has given Ritchie a sound 
conception of what makes people buy. 

@ Not only the theory of the designing room, but the 
lessons of practical merchandising experience are 


back of a Package by Ritchie. 


ae 


If you are an established manufacturer we'll 


ae 


gladly submit a new design for your package. Take 
it, test it, show it to dealers, to consumers. Prove its 
merchandising value for yourself. 


You'll be under no obligation to us. 


WRITE FOR THIS BOOKLET. It will give 
you a new appreciation of modern pack 
d new ideas on point of sale 

The most flexible labeling machine. Easily merchandising. Explains in detail how the 
equipped for labeling any size bottle or 
_ jar. Many exclusive mechanical features, 
developed by manufacturing experience 


) of more than thirty-five years. 


Ritchie organization operates and how it 
can be of assistance to you. Important t 


} 


every merchandising and sales executive. 


Write for free copy. 





W. C. RITCHIE ano COMPANY 
8845 BALTIMORE AVENUE, CHICAGO 


id Economic Machinery Company 
WORCESTER, MASS. 


Makers of complete line of automatic 
and semi-automatic labelers. 


New York Philadelphia Detroit Minneapolis 
Cincinnati Los Angeles St. Louis Ft. Wayne 
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837-839 TENTH AVE. 


JOHN HORN, Labels, NEW YORK CITY, N. Y. 


Sample book f labels sent to RESPONSIBLE MANUFACTURERS) 
Name 


METAL - EMBOSSED 
ENGRAVED 
DIE STAMPING FOR BOXMAKERS 
























Dependable 
Uniform MAGNESIUM 
QUALITY 
STEARATE OF MAGNESIUM 
Light, Great Adhesiveness. Pure White. Im- 
measurable Fineness. Heavy if desired. Dusts 
out under the puff like the finest pollen. Made 
to satisfy most exacting requirements. 

HIS is a filter that it is possible to increase in capacity aon To AP ¢ 

SLEARS u ) 
as your production increases. . . . With a low original TEARATE OF ZINC 

purchase cost. By the addition of two extra rings, its Odorless, Impalpable. Pure White. Water Re- 
capacity can be doubled. sisting. Great Adhesiveness. Light or Heavy as 

An all-purpose filter for the small plant. Ideal for ex- desired. Highest standard of Purity and Uni- 
perimental work in large plants. Completely portable with formity. 
built-in pump and motor as shown. Two gallon a minute 
pump capacity. When plugged to a light socket the 
machine is ready to operate. 

Send a sample of your liquid to our laboratory for 
proof of its extraordinary performance. 


ERTEL ENGINEERING CORP. 


Dept. F. 120 East 16th Street @ New York, N. Y. 





















We manufacture the foregoing on a large scale. Prompt 
deliveries in any quantity from one barrel to a carload. 
STOCKS CARRIED: Chicago, St. Louis, San Francisco, 
Los Angeles, Kansas City, Mo., Des Moines, New Orleans 





Telephone SUnset 6-1337-1338 





53-33rd Street; Brooklyn, N.Y 





Giese’s Filter Papers are the Best! 


Heavy Linen Fibre Filler Paper for Rapid Filtration 
of Large Quantities—Very Strong 
PACKED AS FOLLOWS: 










13 inch, 55 lb. Bales 20 inch, 110 lb. Bales 
15 inch, 55 lb. Bales 24 inch, 55 lb. Bales 
18 inch, 55 lb. Bales 26 inch, 55 lb. Bales 







32 inch, 55 lb. Bales 





Also folded—packed in cartons 





Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., N. Y.C. 



















Folded Paper 





Bale of Filter Paper 
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Les PARFUMS 
de FRANCE 


The only publication edited in 
the World Center of the Floral 
production. Luxuriously edited 
and illustrated; published with 
English translation. 


Supplies all the news relating to: 


—cultivation of plants used in 
perfumery; selections, new 
types, hybrids; crop reports... 


—methods of obtaining natural 
perfumes, essential oils, their 
isolates, etc... . 


—findings of our research staffs 
in Grasse and Paris; studies of 
raw materials; new methods of 
analysis; new ways of detecting 
frauds... 


—suggestions for compounding 
floral or bouquet odors; work- 
ing of formulae, etc... . 


Subscription rate: 100 Francs 


Les Parfums de France 


51, Avenue Victor-Emmanuel III 


PARIS (8°) 








ESCALOL 


—An Ultraviolet Absorbent 
for Sunburn Preventive 
Preparations ..... 





It prevents sunburn but permits tan- 
ning— 


it is economical to use because only 
small percentages are necessary— 


it is available in oil-soluble and water- 
soluble types— 


it is applicable to all types of vehicles: 
oils, creams, oil and fat containing lo- 
tions, and alcohol-and-water lotions— 


it does not irritate the skin; it creates 
no unfavorable physiological reactions ; 
it does not stain either skin or clothing. 


Laboratory Data No. 167 describes 
Escalol in detail. It tells how Escalol 
was developed—how its ultraviolet ab- 
sorption value was proven by new 
and unique laboratory tests—how its 
unusual protective properties were 
demonstrated by field tests in the 
West Indies and Florida—how to use 
it in various types of vehicles—how to 
select the proper perfumes for sunburn 
preventive preparations. Sent free on 
request. 


VAN DYK & CO. 


Incorporated 1904 
Pioneer American Manufacturers of 


AROMATICS | 


Executive Offices and Works: 


i _ 57 Wilkinson Ave., Jersey City, N. J. | | | 
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the check-book pacrage for perfume 


Thirty years ago, when THE AMERICAN 
PERFUMER saw birth as the first per- 


manent “organ” to serve the perfume, cos- e 


metic and toilet preparations industry, 
much space was then, as now, devoted to the 
importance of the package. 


In the May 1906 issue the chemist for a large 
Chicago department store wrote: ‘Some of our 
earliest labels cost $100 each for the artist’s 
sketch alone and ten years ago we had to go 
abroad for our work. Just as soon as the native 
designers could match the work we turned it 
over to them. But even today all our Christmas 
boxes come from abroad for no American firm 
can as yet produce goods similar to the artistic 
packages we import.” 


In a subsequent issue appeared an article: 
“Novelty In The Perfume Package.” It said in 
part: “The man who can invent a real novelty 
in the shape of a Perfume Package is assured of 
an independent fortune. It would take many 
pages to detail all of the attempts made to get 
up novel packages. The square bottle has be- 
come rounded at the neck, and then at the base. 
Thousands of dollars have been expended upon 
labels and boxes. Some with original ideas, like 
Ricksecker, have devised novel wrappings. He 
has invented in quick succession the check-book, 
containing a bottle of extract, the Christmas 
Stocking, the wooden cannon during war time, 
and various other twists and turns of the wrap- 
ping or box.” 


Some manufacturers were renewing experi- 
ments to enclose a natural blossom in each bot- 
tle of perfume as symbolic of the extract. R. W. 
Whitlatch of Brooklyn succeeded in introducing 
the flower into the bottle without bruising it, 
treating the blossom so it was preserved indefi- 
nitely in the extract. 


The American Can Company appeared first in 
November 1906 AMERICAN PERFUMER with 





a quarter page headlined “The Selling 
Power Of Decorated Tin Soap Boxes.” In 
1907 their advertising featured the new 
style talcum powder can with special 
emphasis on sifting top (easily opened and closed 
without torn fingernails); and screw-lid boxes 
for theatrical cold cream. 


In 1908 the American Stopper Company an- 
nounced proudly that their new decorated tin 
container for Richard Hudnut’s Violet Sec Tal- 
cum had proven such a success that an esti- 
mated year’s requirements had been sold in a 
single month. Previously Richard Hudnut had 
used lithographed paper cartons for talcum 
powder. 


In 1909 Dralle of Hamburg launched a nov- 
elty: a one dram bottle of concentrated alcohol- 
free perfume packaged in fancy cylindrical 
boxwood case. This was regarded by many 
American manufacturers as an innovation of 
dubious success. 


Both the cosmetic-toilet preparations and the 
package industries were very much in their in- 
fancy thirty years ago. Both have grown to 
huge proportions since then. The annual re- 
quirements of the cosmetic-toilet preparations 
industry is now estimated at a total of over 
700,000,000 packages. And of course there 
must be labels and seals, etc. In 1937 THE 
AMERICAN PERFUMER is still the only publi- 
cation devoted EXCLUSIVELY to the problems 
of merchandising and manufacturing Cosmetics 
and Toilet Preparations. No better yardstick 
of its value to advertisers or the reader-depen- 
dence of its audience could be cited than its 
present A.B.C. renewal percentage of 79.78%. 
Consult THE AMERICAN PERFUMER, 9 E. 
38th St., New York, N. Y. A _ Robbins 
Publication. 
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Good Reconditioned Equipment Scarce 
Costs Rising — Fill Your Needs NOW 


new FMC tube fillers 
new FMC closers and clippers 


new FMC straight line and rotary 
syphon fillers 
new FMC belt table conveyors 


new FMC portable mixers | mew FMC vacuum fillers 


8 Day, Ross, and Sprout-Waldron SIFTERS & 
MIXERS, 5 to 4000 Ibs. 

20 Williams, Mead, Schutz-O’Neil, Jaybee, Straub, Hance 
Drug, & Abbe Eng., MILLS. 

3 Rotex, Coombs gyratory and Day Hunter Rapid- 
SIFTERS. Coating and polishing PANS, 18” to 36”. 

4 Pfaudler glass-lined TANKS, agitated, 100 to 1000 
gals. Stokes 2C piston FILLER, Colton No. 4 worm 
FILLER, Colton No. 2 CLOSER & CLIPPER, Col- 
ton 6C and No. 14 Fully AUTOMATIC FILLERS, 
CLOSERS, AND CLIPPERS. (for tubes). 

10 Kiefer, Pneumatic Scale, Alsop, Fowler, International 
vacuum and gravity FILLERS. 

3 Day 2% to 40 gallon PONY MIXERS. 

6 W & P, Day, Read, Triumph, double arm jacketed 
and plain MIXERS. 

6 Stokes and Colton single punch and rotary TABLET 
MACHINES, 42” to 2”. 

MISCELLANEOUS: Colton suppository press, powder 
fillers, granular mixers, vacuum stills, copper and 
aluminum kettles, filters, filter presses, dryers. 


“See First first” 


First Machinery Corp. 


“We purchase your surplus equipment” 


Cable address 
*‘EFFEMCY” 


‘Only one can 


be FIRST” 


419 Lafayette St 
New York City 








MORE EYE APPEAL= 


oe Buy Appeal 


FOR YOUR ADS! 


120 Screen Haljtone 


MN lti-tone 


ENGRAVINGS CAPTURE ATTENTION ON ANY PAGE! 


Use MULTI-TONE Engravings and see what a difference they 
make in the ‘pulling power'’ of your advertising. We have 
thousands of proofs to prove it. May we show them to you? 
Call BArclay 7-1882! Or write for our new MULTI-TONE 
brochure. 


FIELD & BEATTIE Inc. 


Photography . Retouching .«. Photo-Engraving .«. Electrotyping 
Multi-Tone ° Mats and Stereos ° Research and Counsel 


208 Fulton Street, New York, N. Y. 
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BECAUSE 


YOUR PRODUCTS 
DEPEND SO MUCH ON 
THEIR INGREDIENTS 


WE SAY: 


..:: DEPEND ON 
SHERWOOD PRODUCTS” 


Frequent chemical analysis during the manufac- 
ture of all SHERWOOD products assures their 
consistent uniformity. You can ALWAYS de- 
pend on the unvarying quality of SHERWOOD 
products. 


KREMOL 


The ideal American white oil for cosmetic 
purposes. 


SHEROLATUM 


The improved petrolatum from 100% Pennsyl- 
vania crude. All grades. 


BRILLIANTINES 


COLORS: Red, green, amber, platinum, yellow. 
PERFUMES: Rose, carnation, lilac, jasmine, 
bouquet “V”’. 


MEDICOL 


Liquid Petrolatum, U. 
grades. 


OIL SHAMPOOS - CERESINES 
CLEANSING CREAM BASES 


{ttend the twelfth Annual Drug, Chemical and Allied Trades 
Banquet at the Waldorf Astoria in New York City on March 4. 


SHERWOOD 


PETROLEUM COMPANY, INC. 
Main Office: BUSH TERMINAL, BROOKLYN, NEW YORK 
Refinery: Warren, Pa. 








S. P. Refined in all 


Stocks carried in principal cities 


117 




























WANTED 
COSMETIC CHEMIST 


e To some able chemist a large eastern 
manufacturer, not at present manufacturing 
cosmetics, offers a position assuring imme- 
diate satisfaction and future potentialities. 







The applicant should— 







have been successful in the formu- 
lation and production of face creams 
and other preparations for skin and 
hair 
be capable of developing highest- 
grade cosmetics 


have real ability and technical 
background to undertake research 
in this field 








The applicant’s letter should give a detailed 
chronicle of his age, education, experience, 
employment, etc. 


A salary commensurable with experience 
and competence will be paid. 


Box 2248, American Perfumer. 





FOUNDED 
-IN 1908- 
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Perfumery And Allied Industries 





LA PARFUMERIE MODERNE, 15 rue Constant, Lyon 3° (France) | 
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COLLAPSIBLE TUBES 
CORK TOPS 
SPRINKLER TOPS 
DOSE CAPS 
SHEET METAL GOODS 


ESTABLISHED 


CONSOLIDATED 


FRUIT JAR CO. 


NEW BRUNSWICK, N. J. 








1858 








LA PARFUMERIE MODERNE 


A Monthly Review Devoted To The 


La Parfumerie Moderne publishes the most com- 
plete Technical and Practical Articles on Essential 
Oils and Synthetics and their uses in Perfumery, 


Soaps, Drugs, etc. 


La Parfumerie Moderne publishes its principal 
articles in English and Spanish. 


SEND FOR SPECIMEN TO THE PUBLISHER 
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Joseph L. Stummer, B.sc., Ph.D. 
Pp 


cuneeasng: alae AMYL 

fe siOsmay- WN 
onsultant to the 

Cosmetic Industry NORTHWESTERN 








23 East 20th Street, New York City 





Mape from our own fermentation 
Butyric Acid and from Amy] Alco- 


hol made from grain. Bland,smooth, 


Phone: ALgonquin 4-9895 

















sweet; it is of outstanding quality. 
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(soln to your 


Bottle Filling Problems 


a — 









@ You will benefit by 
our many years’ experience 
in successfully solving 
thousands of similar prob- 
lems. 


CMe BOAR cD 


ee emer 


@ Our recommendations 
are based upon the most 
efficient method of doing 
your particular job —at 
the minimum cost. 








@ There is an exact size 
and type Hy-Speed Bottle 
Filler for any production 
requirements you may 
have on bottles, jugs, or 





Large Production Semi-Automatic cans—l oz. to gallons. 
Vacuum Filler for any size bottle, 
— @ You may operate any 
ee Hy-Speed machine in your 
own plant on a free trial 
WE MANUFACTURE | period without any obliga- THE NORTHWESTERN 
Fillers Filters ions whatsoever 
miner | sincere [tons whatsoever CHEMICAL COMPANY 
Tanks Pumps 





Conveyors @ Tell us about your 
A problem—NOW. 


INCORPORATED Le 


ALSOP ENGINEERING CORP. 


West Main St., Milldale, Conn. 





The Largest Makers of Butyric Ether in the World 


WAUWATOSA WISCONSIN 
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New York 


tlanta, Ga 





120 


will sell better in one of 
our hand-made bottles 


only 
our varied 
Whatever your requirements we 
can meet them (in style, quality, 
quantity) at a 
sonable price. 


T. L. BRAND e 
Extra Quality . . . U.S. P. and 100% Pure 





PURE WHITE 


OVER 85 YEARS OF CONTINUOUS BUSINESS 


IN THE UNITED STATES — ESTABLISHED 1852 
THEODOR LEONHARD WAX CO.., Inc. 
HALEDON, PATERSON, N. J. 
L 3 Distance Telept SHerw i 2-1444 
Distributor: A. C. DRURY & Co 219 E. North Water St., Chicago, Ill. 











PARTIAL LIST 


2—Redd Powder Carton Filling, Weighing, Sealing Units—adjust- 
able, 50 per minute. 

2—Ferguson Carton Wax Wrappers. 

2—Colton No. 3 Comb, Tube Filling, 
Machines, motor driven. 

I—Urie Universal piston type Tube or Jar Filler. 

I—Colton No. 2 Comb. Tube Closer and Clipper. 

2—Colton No. 2-B single punch Tablet Machines. 

1—Stokes ‘‘Eureka’’ hand Tablet Machines, up to '/2”. 

I—Stokes Rotary ''D'' 16 punch Tablet Machine. 

Dry Powder Mixers, several with sifters, lab. size to 4000 Ib. 

5—Pony Mixers, Day and Ross make, 8 and 15 gals. 

5—Ermold and World semi-automatic Labelers. 

I—McDonald ''Weeks'' type Automatic Labeler. 

I—U. S. Bottlers 22-spout, monel fitted Rotary Vacuum Bottle Filler. 

I—Portable Bottle Filler, 3-spout handie, pump and motor. 

I—Lilliput Label Gummer, motor driven. 

I—U. S. Bottlers No. 3-Disc Filter, five plates, 12” dia. 

I—National auger Powder Filler and Weigher. 

I—American scale Powder Filler and Weigher. 


Closing and Clipping 


i—Ferguson ‘'Packomatic'’ Powder Filler, Weigher and Carton 
Sealer. 

2—100 gal. Pfaudler Jacketed closed Glass Lined Kettles, ONE 
NEVER USED. 2—200 gal.—ONE NEVER USED. 


MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pulverizers, 
Grinders, Sifters, Screens, Colloid Méillis, Filters, Filter Presses, 
Coating Pans, Tanks, Stills, Agitators, Pumps, Boilers, etc. 
Send for complete bulletin. 


WHAT HAVE YOU FOR SALE? SEND US A LIST. 


Consolidated Products Company, : 


14-15 Park Row New York, N. 


% 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 





Your perfume 












ILLUSTRATED are 
popular items from 
and complete line. 
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No. 113—-Hand-made 
hexagon shaped vial 
Any size from 1 to 8 
drams. Especially popu 
lar in 2 dram size 







pleasantly rea- 


















L. A. Barber, 74 8S. Portland Ave., 


Brooklyr m ¥ 
Warren M. Curry, 2895 Peachtree St 


Marx & Co O08 Washington St 
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CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 

THE AMERICAN PERFUMER, 9 East 38th St., New York 


l 


BUSINESS OPPORTUNITIES 


LARGE manufacturer installing fully automatic labeling machines, 
has for sale 2 Ermold Labeling Machines and 1 World Labeling 
Latest models. Perfect 


Machine with various sets of parts. con- 

dition. Address B. O. 2249, The American Perfumer. 
SITUATIONS WANTED 

CHEMIST-——Desires position with essential oil concern. Manu- 


facturing, distillation, laboratory experience. Address S. W. 2247, 
The American Perfumer. 
PERFLUMERY SALESMAN—Substantial 
store contacts, desires meritorious line. 
American Perfumer. 


financially, department 
Address S. W. 2250, The 


HELP WANTED 


SALESMAN for a prominent line of Shampoo, Base and Shaving 
Cream in bulk. Address H. W. No. 2166, The American Perfumer. 


want to register a TRADE MARK? 


write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. 











114—Hand-made — 


decanter vial Extra No. 118 French Applicator 
tine Made to order No, 115-—Globe-on-foot Flaconnette Complete with 
Any size from 1 to 8 Vial. Hand-made to or cork and rod. 2 dram sive it 
irams. Especially popu der. Any size from 2 stock. Larger sizes, 3, 4 dr., 


GLASS PRODU 


to 8 drams 


Ss CO., 


in half oz, siz made to order 


GLASSWARE 


VINELAND, NEW JERSEY 
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DRYAD CREAM OILS 


WILL NOT DISCOLOR 


e Modern Bouquet 5552 


t 3480 C 
_— Rose Pivione 4450 


Gardenia 3910 . 


DRYAD LOTION OILS 


DO NOT IRRITATE 


Ski Lotion Bouquet 4705 


. s 
Lily 3467 Rose 3909 A 


Orange Blossom 3972 ° 


Write for samples and prices 


JP. R, DRE) 


1 2 EAST 12th STREET 


LOS ANGELES, CALIF. NEW ORLEANS, LA. 
SAN FRANCISCO, CALIF. CHICAGO, ILL. 
KANSAS CITY, MO. DETROIT, MICH. 





















In Brazil— os 


BRASIL 3 
PERFUMISTA 


—is the only publication 
devoted exclusively to the 
Toilet Goods, Perfume 
and Cosmetic Industry in 
Brazil. 


Official Organ for the 
Association of Brazilian 
Perfumers. 


SERSIEEEAE 
BOCICECEEEE 


Circulates in all South 
American Republics. 


s 


Send for schedule of 
advertising rates and 
sample copy. 


% 


Caixa Postal 2894 
Rio De Janeiro, Brazil 


PPCLLEK 


© 


’ 
\ 
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METHYL NAPHTHYL 
KETONE » of absolute purity 


mical found to be 
able 


A basic aromatic che 
imparting 4 desir 


{ Write us for 


most useful for 
orange blossom aaah 


information on 


or 
quotations and also f 


other Vanillin Fabrik products. 


pRODUCT OF 
VANILLIN FABRIK 


R INC, 


’ NEW YORK 


ST. LOUIS, MO. HOUSTON, TEXAS 
CINCINNATI, O. DES MOINES, IA. 
BALTIMORE, MD. PHILADELPHIA, PA. 










































PROFITABLE REBUILT 
EQUIPMENT 


Take advantage of the unusual ** hard-to-find” 
equipment listed below! 


1—Stokes No. 2C piston type Tube Filler, motor driven. 

1—Stokes No. 2B pressure type Tube Filler, motor driven. 

1—U. S. Bottlers Combination No. 4 Unit, consisting of Filter with 
pump and motor and 6 spout Syphon Bottle Filler. 

1—Karl Kiefer Diacell Filter, complete with Packer. 

3—Paul O. Abbe No. 3 Eureka Jar Mills. 

1—Day 12” Ointment Mill, motor driven. 

3—Pfaudler 150 gallon tilting type Glass Lined rouge and powder 
Mixers, with double motion agitators. 

12—Pfaudler and Glascote 20 to 75 gallon Glass Lined Tanks. 

1—World Improved, Model S, Labeling Machine. 

4—Day 50, 200, and 2000 Ibs. Dry Powder Mixers and Sifters, 
motor driven. 

3—Day and Robinson 100 and 600 Ib. Dry Powder Mixers and 
Sifters. 

4—Day 800 Ib. Dry Powder Mixer, steam jacketed. 

I1—Day 40 gallon Pony Mixer, motor driven, with enameled cans. 

1—Day 4 speed Gem Cream Mixer, motor driven. 

i—Karl Kiefer 100 gallon re-circulating Percolator with pump 
and motor. 

1—Rotex Sifter, 20 x 48”, motor driven. 

3—Colton No. 2B Tablet Machines, up to 1%” dia. 

i—Stokes H Tablet Machine, up to 2” dia. 

1—Theo. Walter 3° dia. Copper Vacuum Pan with catch-all and 
condenser. 

2—Stokes, Kiefer & Goldman 72 and 80 spout Bottle Washers, 
motor driven. 

I1—Colton No. 14 Automatic Tube Filling and Closing machine. 

I—Stokes No. 90C Automatic Tube Filling and Closing machine. 


Also a complete stock of Kettles, Mixers, Filters, Pumps, etc., etc. 
“We buy from single items to complete plants.” 


STEIN-BRILL CORP. 


Agent for George G. Rodgers Co. 
187 Varick Street New York, N. Y. 
Cable Address:—Bristen Tel. WAlker 5-6892-3-4 
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colorful 
tubes 
make sales 


Let us submit designs 
New York Office: H. R. M. Gordon 
331 Madison Ave.,Tel. MUrray Hill 2-0339 


St. Louis: W. W. Hoernlein 
100 North Broadway Building, Tel. Central 8184 


REPRESENTATIVES IN OTHER PRINCIPAL CITIES 
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NAIL POLISH 


Nail Polish lacquer that is applied with- 
out brush marks or streaks. Brilliant 
gloss . . . excellent adherence . . . fast 
drying . . . will not wear off, peal or 
crack. Wide range of the most attrac- 
tive and stylish colors. 


Made under the most exacting and scien- 
tific conditions. Careful selection of col- 
ors which are fast and do not fade in 
sunlight, or re-act to hard waters or 
strong soaps. 


Cream Polish— Transparent Polish — 
Nailflex Polish Remover — and Cuticle 
Remover — bottled under your own 
brand or supplied in 55 gal. drums, 30 
gal. drums or 5 gal. cans. 


The MONROE SANDER CORPORATION 


4 
Manufacturers of Salore Products 


ISLAND CITY 


ONG 
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WE SUPPLY THESE BOOKS 








American Soap Maker’s Guide (Meerbott & Stanislaus) $7.50 Hydrogenation of Organic Substances (Ellis)...... $15.00 
Basis of Light in Therapy (Dr. Herman Goodman)... 5.00 Industrial Chemistry of Fats and Waxes (Hilditch).. 6.00 
Chemical Formulary (Bennett), Vol. I......... 6.00 Le Livre du Parfumeur (Cola) in French........ Fr.500,00 
Vol. II , F 6.00 Lexicon der Kosmetischen Praxis (R. Volk and 
“ae !hl heptane ibaet ay ae” i EE, oe onic coals Rhee aud voee ewe é RM80.00 
Chemistry of Essential Oils and Artificial Perfumes a ee Raenennacrale (Walter)......... ae 
LT prion a ee q I IIE oc cies cesevevcsenss ; 
(Parry), Vol. 10.00 Manuel du Parfumeur—Vol. 1 (Cerbelaud)...... Fr.150, 
Vol. II ....... tenes snesseeeeeerccessesceccessecs Modern Cosmetics (Chilson) ....................:. ‘00 

Condensed Chemical Dictionary, cloth bound........ 10.00 Modern Soaps, Candles and Glycerine (Lamborne).. 10.00 
I ie cc in od en a eee eee koe 12.00 National Formulary, VI ..................0es0e000- 5.00 

Cosmetic Dermatology (Dr. Herman Goodman)..... 6.50 Non-Intoxicants (Nowak) ....................00-- 6.00 

Cosmetics and Your Skin (Dr. Herman Goodman).. 1.50 Paint, Powder and Patches (H. S. Redgrove)...... 2.25 

Cream of Beauty (H. S. Redgrove) ................ ive Perfumes, Cosmetics and Soaps (Poucher) 

Custom House Guide, 1936 Edition (7 volumes in 1, Ms a I IIE, 5 ni ccs ce ccccscenccveccvenve 8.00 
including Port Sections, Reciprocal Trade Agree- oe, onc occ wcccucusevces cence 8.00 
ments, Import Commodities Index, Customs Tariff Be ere 7.00 
Act, Customs Regulations and General Information) 10.00 Pharmaceutical Formulas, Vol. II .................. 4.25 
Monthly Supplement—American Import & Export Practical Flavoring Extract Maker (Kessler)....... 4.00 

in 5 ata Ok aera aie oe ale a bie Was 00 oon 5.00 Rational Pharmaceutical Treatment of Common Skin 

Cyclopedia of Perfumery, Vols. I and II (Parry).... 10.00 Diseases (Dr. Herman Goodman) ............... 5.00 

Die Aetherischen Oele (Gildemeister & Hoffman) Record of Alcohol (H. W. Eddy) 
errr RM40.00 Cardboard covers, 100 pages ..............0c.000. 2.00 

Die Moderne Parfumerie (Mann-Winter) Cloth covers, 150 ruled pages .................... 2.50 
ES er eT ere RM24.00 Record of Specially Denatured Alcohol (H. W. Eddy) 

Flavors and Essences (Gazan)...................+.: $10.00 ee Oe eee 

Flavouring Materials, Natural and Synthetic (Clarke) 3.00 Riechstoffe and Parfumierungstechnik (Winter) 

Formulaire de Parfumerie—Vol. 2 (Cerbelaud)....Fr.200,00 IEEE EN A Ne a ee RM3z2.00 

Formulaire du Chimiste-Parfumeur et du Savonnier Scent and All About It (H. S. Redgrove) ........... $1.25 
EE ree $2.50 Scientific American Cyclopedia of Formulas........ 5.50 

Grundriss der Kosmetischen Chemie (Truttwin) RM8.75 0 eer eee 1.00 

Hair-Dyes and Hair-Dyeing (Redgrove & Foan).... $2.25 Spices and Condiments (H. S. Redgrove) .......... 4.50 

Handbuch der Gesamten Parfumerie und Kosmetik Twentieth Century Book of Recipes, Formulas and 
Pe EE 2 ban ca ewe n bawdie Wak saa RM§84.00 NN trai Be Beate oss. 45 e640 Vath eb RA Ne 0S 4.00 

Handbuch der Kosmetischen Chemie (Truttwin) eS 15.00 
EE sta cRE Seeks paekawebo shee na eee RM36.00 Ree Ws IEE, FEE goss irevescccccccesecvecs 5.00 

Prices quoted in foreign exchange subject to rate of exchange on day of receipt of order. Please remit with order, by N. Y. Draft, Money Order or Stamps to 


ROBBINS PERFUMER CO., Inc. 


Book Dept. 





9 East 38th Street, New York City 


The American Perfumer 
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Today ...a year from now, your first order 
or your 100th order, NIMCO LANOLIN never 
varies. Write for a testing sample today,— 





note its light color, sweet odor and smooth 
texture. Try it and see the improvement. 


N. I. MALMSTROM & CO. 


147 LOMBARDY ST., BROOKLYN, N. Y. 

































Your Own Product =} 


Check your needs 


i 


| All purpose cream [] Cream Rouge 

] Beauty Mask ~}| Mosquito Cream 
] Deodorant _] Eye Shadow 

] Cleansing Cream _] Perfumes 

] Acne Treatment _] Shampoo 

] Cold Cream ] Lotions 

] Rouge Compact ] Face Powder 


\ Ss ] Lip Stick ] Hair Tonic 


Check the above list and send it to 
~Y BUY IN CANADA, FOR YOUR the Solo Laboratories for prices and 
1% CANADIAN TRADE ... . samples without obligation. A mod- 


; ern laboratory and expert technicians 
Plain or Lithographed Tubes, of finest 


assure you of a product that will get 
quality. Prompt delivery assured. 


repeat sales. 


ALUMINUM SCREW CAPS | 

SHAVING STICK BOXES, ETC. }| * 
2 WE ALSO MOULD BAKELITE AND 

DUREZ CAPS FOR JARS AND TUBES ; 
Solo Laboratories produce 


COLLAPSIBLE TUBES every type of quality cosmetic, 
& CONTAINERS, Ltd. Packaged or in bulk. 


TORONTO.... CANADA 
== SOLO LABORATORIES, INC. 


341 W. Austin Ave. Chicago, Illinois 


FINE PAPER BOXES 


FOR OVER HALF A CENTURY 














FUGENE K. PLUMLY 


COMPANY 


N. W. COR. JUNIPER & FEDERAL STS., PHILADELPHIA, PA. 





TELL US WHAT YOU WANT 
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Camellia 
Ciclamendo 


OR A SELECTION FROM MANY OTHER INEXPENSIVE TYPES WE STOCK OR CAN CREATE 


ECK Co-IN< & 
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es 


; CHAR 


>) 19 LR 19th L 


a a gen Quarter of 0 oe 
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exe Me Domns ‘ 200 a nine iy 2 One Qa 


WHEN PRICE IS A FACTOR— 


Rose | ne 
»—|| 


Heather ar ala 













PER POUND 
For Use In 
Talc 


CREAM 
LOTION 


















NEW YORK, 


SRAROWA BEES eebatl 








QUALITY * QUALITY . QUALITY 


Sy THE ABONITA LINE || 


32 Years of Quality Service to the 
Manufacturing Trade 


~~, 
“ SPECIALIZING IN 


< 
) 


a HAND-MADE 
) AS; ROUGES 
_~t4'-4| TRULY INDELIBLE 
i ae LIP STICKS 
Fk 
PERFECT 


Y / CREME ROUGE, EYEBROW 
PENCILS, COSMETIQUE (Mascara) 


QUALITY 





* Mee rece 


eee pce 


wee ee CO 


( FACE POWDER, bulk or packaged. 
Tap-it-pac Loose Powder Vanities 

. Eye-Shadows 

Q ° : 

SPECIAL FORMULA WORK INVITED. 

U PUREST INGREDIENTS OF FINEST QUALITY 

A EVERY PRODUCT FULLY GUARANTEED 

. 

ABONITA 

T COMPANY, INC. 

Y 24 to 30 So. Clinton St. 

° CHICAGO, ILL. 

QUALITY . QUALITY . QUALITY 

124 








PAPER SOXES 


2516 ATLANTIC AVE. 
BROOKLYN.N. Y. 


DICKENS 6-8540 








NOILONILSICA /f? 









The American Perfumer 
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Allen & Sons, Ltd., Stafford ...... 
Alsop Engineering Corp. .... .... 119 
Aluminum Co. of America ........ 


American Can Co...Front Cover and 9 
American Perfumers’ Laboratories, 


OR eer re ee eee 18 
Ansbacher-Siegel Corp. .......... 
Aromatic Products, Inc. .......... 8 
Athletic Nefining Co. ....c.ccece 
PANIED GG: dsl k tcki'g ee eg hace aed 
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Bridgeport Metal Goods Mfg. Co., 
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Barns, Warren E., Inc. .......005: 109 
Bush & Co., Inc., W. J. ...... l and 106 
California Fruit Growers Exchange. 17 
Camilli, Albert & Laloue ......... 
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Carr-Lowrey Glass Co. ..........- 1 
Classified Advertisements ......... 120 
Clifton Chemical Co., Inc. ........ 125 
Colgate-Palmolive-Peet Co. ....... 

Collapsible Tubes & Containers, Ltd. 123 
SE 111 
Consolidated Fruit Jar Co. ........ 118 


Consolidated Products Co., Inc. ... 120 
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Fischbeck Co., Inc., Chas. ........ 124 


Florasynth Laboratories, Inc. .... 5 





COCOANUT OIL, 
IN DRUMS e CANS -e« 


INDEX TO ADVERTISERS 
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Franks Chemical Products Co. .... 
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Fritzsche Bros., Inc. 
Insert 13, 14, 


Game TINGE Ge ici icccecciviwx 
Giese & Son, August ............. 
Givaudan-Delawanna Inc. 
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Glyco Products Co., Inc. .......... 
Goldschmidt Corp., The. ......... 


Harkness & Cowing Co. .......... 
I. Hayakawa & Co. .............. 
Hazel-Atlas Glass Co. ............ 
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Helfrich Laboratories ............ 


Helfrich Laboratories of N. Y. Inc. 
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La Parfumerie Moderne .......... 
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Les Parfums de France .......... 
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Northwestern Chemical Co., The. . 
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Parento, Inc., Compagnie 
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SHAMP 


OLIVE OIL AND BLENDED OILS e 


BARRELS e« 


CLIFTON CHEMICAL CoO., Inc. 
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38 Seventh Packaging Exposition .... 
38 Sherwood Petroleum Co. 
See Gite OG BP. Ry ccccccccas 
Oe SR NG ficens cess dennaines 

Silver Import Co.. George 


, soap, Perfumery & Cosmetics...... 
103 Société des Chimique Usines Rhoéne- 
29 NN 0a rahe a1 y ween wen 
106 Solo Laboratories, Inc. ........... 
RGR: DORR TR Caen osc ccccecsacn 
RIG) Se ROG og dk ccs coe cccass 


ee 
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Tombarel Products Corp. ........ 
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U. S. Industrial Alcohol Company 
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U. S. Industrial Chemical Co., Ine. 
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CLIFTON BUILDING 
246 FRONT ST., 
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bulk 


NEW YORK CITY 
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Packaging that Invites 
“FREFILL” PURCHASES... 


T is good merchandising to com- 

bine several products into one 
compact set in order to increase the 
unit of sale. But it is even better 
to make this group-container so 
attractive that the purchaser will 
adopt it as a permanent accessory. 
By this means, steady “refill” trade 
is practically assured. 

Two excellent examples of such 
farsighted merchandising are _pic- 
tured. The lustrous Bakelite Molded 
containers have an unmistakable 
“look” of quality that wins them a 
prominent place on any user's dress- 
ing table. Their attractive design, 
in two contrasting colors, and their 
practical durability, insure long use 
by the purchaser. 

Bakelite Molded packages may 
be obtained in many standard types j 
and sizes, with wide color selection; 
or may be produced, economically, 
in special sizes or shapes and in 
numerous color combinations. In 
addition to group-packaging advan- 
tages, they offer special benefits for 
other purposes, such as dual-use 
containers for introductory offers 
and gift packages. 

We urge you to investigate the full pos- 
sibilities of Bakelite Molded penne as 
an aid in merchan- 
dising. Our compre- 
hensive 52-page book, 
6C,” A Guide to Mod- 
ern Packaging with 
Bakelite Materials”, 
is just off the press. 

Write for your copy 


today. 


Illustrations show “Lady Lillian” Manicure Sets packaged 
in Bakelite Molded boxes. (Above) “ Dropside” package, 
in black and green. (Left) “Oval” package, in black and 
red. Molded by Auburn Button Works, Inc. 


BAKELITE CORPORATION, 247 PARK AVENUE, NEW YORK, NN. 


BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario, Canada 


—— LITE 


we Par OFF 


mumerical ugn lor nfinity oF unhmited Quantity W symbohres the infinite 
member of present ond huture uses of Botebite Corporahon s products 


The regivered trode morts shown above dishngush matencis 
mortoctwed by Botehte Corporamon Under the como! “8° 


THE MATERIAL A THOUSAND UWSES 
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